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Distribution 
Problems Told 
at CofC Meeting 


300 at U. S. Chamber 
Meeting Urged to Be 
More Enterprising 


CoLumMBus, O.—A select panel of 
distribution experts last week 
wrote prescriptions at the National 
Marketing Conference here for the 
ailments that face U. S. business 
and industry. 

More than 300 of the nation’s top 
business and industrial leaders at- 
tended the two-day meeting spon- 
sored by the Domestic Distribution 
Department of the U. S. Chamber 
of Commerce. 

Top marketing and advertising 
specialists were pointed in their 
warnings and detailed in their ad- 
vice on how to improve distribu- 
tion, bolster sales and better re- 
search and public relations prac- 
tices. 

Most of the prescribed medicine 
boils down to this: Improve your 
dealer-factory relationship; show 
more interest in your public re- 
lations; be enterprising; build good 
products and sell them on a basis 
that builds confidence and _ in- 
sures a continued satisfactory re- 
lationship. 


a James J. Nance, president of 
Hotpoint, Inc., Chicago, told dis- 
tributors that the best way to im- 
prove public relations is to “work 
at it... give it 98% sweat and 2% 
conversation instead of the other 
way around.” 

Nance said distributors have four 
publics to please—suppliers, cus- 
tomers, neighbors and employes. 

“The distributor must know that 
he is doing a top job on all as- 
pects of training and stimulation 
for dealer merchandising; that he 
is properly supervising these deal- 
er activities; that he has brought 
his product inventories up to par 
and that he has the financial facil- 
ties to do his whole job right,” 
Mr. Nance said. 

‘From this basis, he must de- 
velop the merchandising activities 
that, working through his dealers, 
will favorably impress every con- 
si ming family for his product in 
hi: trading area. He must provide 
a: sistance for his dealers in their 
p\ dlie relations programs in their 

n communities.” 


8 Earl O. Shreve, president of 
!. U. S. Chamber, called this 
‘\.e era of enterprise in selling.” 

Enterprise in selling once more 
| broaden the market for goods 
{ services and create jobs as 
ducers get the orders from dis- 
yution channels,” he added. “The 
tribution system in this country 
supple... flexible .. . adaptable 
unceasing change in consumer 
ates and wants and capacity to 
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Ir. Shreve said the buyer is in 

trol of the market now and, as 

ays, wants more and better 

is for his money. 

r. Lyndon O. Brown, 
(Continued on Page 70) 
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COUNTED OUT—11 newspapers refused 

to run this full page Zenith ad, implying 

that other sets might be obsolete with 

opening of UHF channels to TV. Thirty 
other newspapers ran it. 


11 Dailies Turn 
Down Zenith TV 
Obsolescence Ad 


Cuicaco—Zenith, continuing 
storm center of the radio and 
television industry, stirred up 
another fight last week—in news- 
paper offices and in Washington. 

The latest fireworks started with 
the dispatch by Zenith of full-page 
ads to 41 newspapers in 36 cities, 
urging the public to “be sure that 
you buy a television receiver with 
positive built-in assurance that it 
will not be made obsolete by any 
contemplated changes in tele- 
vision channels,” and asserting 
boldly that “Zenith is the only 
television receiver on the market 
today with a specially designed 
built-in turret tuner with pro- 
vision for receiving the proposed 
new ultra high frequency chan- 
nels on the present standards.” 

Zenith says that news of its ad, 
scheduled in most markets for 
Sunday, March 6, but in others 
for the early days of last week, 
somehow leaked out to competing 
manufacturers of video sets, with 
the result that the company re- 
ceived requests from other makers 
that the ad be withdrawn for the 
good of the industry. 


w Zenith couldn’t see it that way, 
(Continued on Page 69) 


Start the Week 


with a smile. Read 


‘Rough Proofs’ on Page 

12. Other features: 
IE, \ Rickieeccieterhigettockbieelianecisansticeeseend 12 
Advertising Market Place .............. ccc 54 
Business Paper Linage ..............cc:ccccsseeee 22 
SMI GCORURITIRED .cccccrecccssccvevessscescorsees 57 
Copetee TGS COTO! ...0c0scccsceces: coccceseed 64 
Department Store Sales ..............ccccceceees 30 
RIEL: - sdcnnipisinnditiensabdasreeonsvinnanceahtel 12 
SN ND scctiisicseherséveseseinseteseenseeray 16 
Information for Advertisers ...............0 54 
Bl INIED ~ uciiicnnepypntnycesennnvivenconsonscevis 56 
IT Siciicccrdirentiladaieddntvipesssumsesoerensuianl 67 
Photographic Review  ..........cccccccceeseeeesees 45 
ES SES ee eer 68 


Salesense in Advertising 
Teleradio Man’s Corner 


Voice of the Advertiser ........ccvseeseeee 58 


Subscriber Support 
Helps BMB Keep Its 
Head Above Water 


New YorKk—Broadcast Measure- 
ment Bureau last week weathered 
another storm when more than 
3006 subscribers agreed, if neces- 
sary, to underwrite a_ potential 
$100,000 tax liability deficit. 

This most recent in a long suc- 
cession of BMB crises occurred 
when Statistical Tabulating Co., 
appointed to handle mailing and 
tabulating for Study No. 2, called 
upon the bureau to meet its current 
financial obligations. 

Before utilizing the $100,000 
contingency fund set aside to meet 
the eventuality of an unfavorable 
income tax decision against BMB 
to cover the demands of the tabu- 
lating firm, Hugh Feltis, retiring 
BMB president, asked the sub- 
scribers to agree to replace the 
money should it be needed later. 
BMB’s status as a non-taxable 
corporation, under consideration 
by the Internal Revenue Bureau 
for two years, is expected to be 
decided this year. 


s In addition to subscribers, who 
will be called upon to make the 
equivalent of three monthly pay- 
ments should the deficit occur, 
several national advertisers and 
the American Association of Ad- 
vertising Agencies offered finan- 
cial help. 

Frederic R. Gamble, Four A’s 
president, said: “If tax liability 
must be met and BMB has insuf- 
ficient funds to pay it in full, the 
Four A’s will assume one-third of 
the deficit up to a limit of $15,000.” 

Lowry H. Crites, media director 
of General Mills, one of radio’s 
best clients, wired Mr. Feltis: 
“Completion of BMB study and 
principle of continuation are suf- 
ficiently important to General 
Mills that we are willing to under- 
write possible tax liability up to 
$2,000 if you are having trouble 
getting sufficient station guar- 
antees.” 


Congress Kicks Off 
Postal Rate Hearings 


Men are beating their wives 


bon ametmare bate Better coho: oie 
Part lake Min than cx pertenced 
cocks bas eh Beet Dogg recipes! 


na - a 


GM JUMPS IN—General Mills, with this 
page in 51 newspapers March 10, has 
gone into the cake mix competition. 
Dancer-Fitzgerald-Sample handles the 
three new products. (Story on Page 46.) 


Hooper, Nielsen 
Offer New Video 
Rating Services 


Nielsen Tells Video 
Meet to Cut Free from 
Phone Survey Methods 


Cuicaco—Beginning in April, 
C. E. Hooper, Inc., will publish 
television network ratings and a 
projection of these ratings for the 
top ten shows, according to Fred 
Kenkel, executive vice-president 
of the company. 

Speaking before the first annu- 
al National Television Conference 


(Continued on Page 65) 


Last Minute News Flashes 


Milwaukee Store, Lincoln Run Process Spread 


MILWAUKEE—Lincoln Division of Ford Motor Co. and the Boston 
Store joined hands in a double truck in full four-color process yester- 
day (March 13) in the spring fashion section of the Milwaukee Journal. 
Believed to be the first four-color process newspaper ad spread ever 
used, Lincoln is paying the national rate for one page, the Boston 
Store the local rate for the other. The tie-up features the new Lincoln 
with Boston Store models in high fashion clothes, with the car being 
displayed in the store’s style window, and store models appearing all 


week in Lincoln showrooms. 


ABC Plans Test Reports on Unpaid Circulation 


Cuicaco—If Canadian business papers agree, the Audit Bureau of 
Circulations will make an exploratory test of including occupational 
and geographical breakdowns of unpaid circulation in its business paper 
reports. Directors of the Audit Bureau said the test would be made 
“with Canadian business publications” on the basis of proposed “‘stand- 
ards for qualifying the unpaid circulation to be classified.” The 
standards were suggested by a committee on business paper practices, 
which recommended the test. Results would not be included in ABC 
reports but would be used “solely as a basis for further study.” 


Bruce Cleaner to Test Newspapers, Video 


Mempuis, TENN.—E. L. Bruce Co. is launching a spring campaign for 
Bruce floor cleaner and “Doozit” applier and pads, with color pages 
and half pages in Better Homes & Gardens, Ladies’ Home Journal and 
Life and test newspaper and television campaigns in various markets. 
Christiansen Advertising Agency, Chicago, is in charge. 

(Additional News Flashes on Page 69) 


‘Either Raise Second 
Class Rates or Admit 
Subsidy’: Donaldson 


WASHINGTON—Six weeks of con- 
tinuous congressional hearings on 
drastic postage rate increases teed 
off last week with Postmaster Gen- 
eral Jesse Donaldson challenging 
House post office committee mem- 
bers to “raise second class rates, 
or bring the second class subsidy 
into the open.” 

Mr. Donaldson was impatient 
with the protests of committee 
members, who rebelled against in- 
creases which will amount to as 
much as 300% to 600% in the 
cases of some newspapers and 
magazines. He charged that the 
second class deficit dwarfs the 
airmail subsidy, which has been 
discussed frequently by committee 
members and the Hoover Com- 
mission. 

The department’s drive for more 
revenue opens on a second front 
Monday (March 14), when Mr. 
Donaldson is to appear before the 
Senate post office committee. 
From then on, committees of both 
houses are to meet Monday, Wed- 
nesday and Friday throughout 
March and April, in an effort to 
get rate legislation to the floor 
by May 1. 


s At an informal meeting with the 
Senate committee Thursday, Mr. 
Donaldson said he would be avail- 
able as often as the committee 
wanted him. “I have many things 
to do,” he told Sen. Olin Johnston 
(D., S. C.), committee chairman, 
“but nothing is more important 
than getting these rate adjust- 
ments.” 

Publishers are expected to open 
their case against the increases— 
$750,000,000 the first year, and 
$50,000,000 more the second year 
—during the coming week. House 
committee staff members esti- 
mated that publishing industry 
witnesses will appear beginning 
Wednesday, March 16, if the 
schedule is maintained. 

Postal officials contend that the 
proposed second class rates are 
high only in comparison with 
what now is being paid. When 
Rep. Tom Murray (D., Tenn.), 
House committee chairman, point- 
ed out that the Reader’s Digest 
faces a 400% increase, Nelson B. 
Wentzel, deputy third assistant 
Postmaster General, answered that 
Reader’s Digest will still pass 
through the mail for “less than 
the price of a first class letter.” 

Rep. Murray feared that the 
rate would force Reader’s Digest 
to increase its newsstand price 
from 25¢ to 35¢. Mr. Went- 
zel admitted that the rate in- 
creases would boost the magazine’s 
postage bill from $600,000 to $2,- 
400,000, but he said the mailing 
cost per copy goes only from W¢ 
to an average of 1%4¢. 


ws “That’s only 21¢ per subscriber 

per year,’ Mr. Wentzel said. “I 

fail to see why a 10¢ per copy price 
(Continued on Page 65) 
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HOP ABOARD MR. LACY, 
WERE MOVING TO PITTSBURGH 
ON MARCH 27, IN- 


EDITION OF THE 
PITTSBURGH POST-GAZETTE 


Greater Sales Ahead, 
Seiberling Chief Says 


With increased use of automo- 
biles and trucks in the nation, tire 
and tube consumption will in- 
crease steadily after 1949, J. P. 
Seiberling, president, Seiberling 
Rubber Co., Akron, predicted last 
week in releasing the annual re- 
port to stockholders. He said re- 
placement tire sales this year 
should equal 1948 sales, but that 
1948 and °49 “are the two low 
years between the war-demand 
year 1947 and the increase in con- 
sumption of tires expected to be- 
gin in 1950.” 

Seiberling’s net sales last year 
dropped 11.5%, from $32,116,490 
in °47 to $28,414,291. However, 
net income was up 10.9%, from 
$421,614 to $467,758. Profits were 
cut sharply in °47 by six weeks of 
strikes. 


Rudge Appoints Edlund 


Roscoe C. Edlund, formerly man- 
ager of the Association of Amer- 
ican Soap and Glycerine Produc- 
ers, has been appointed plans 
board chairman of Fred Rudge, 
Inc., New York, of which he is 
also a director. 


PRESIDENT 


Any way you look at it, you'll feel the same! If you're look- 
ing for farm coverage, The Des Moines Sunday Register 
covers the first state market of them all. And it covers an 
urban market that ranks with Boston, St. Louis, Cleveland 
or San Francisco! 

How much of the market? Seventy percent! The Des Moines 
Sunday Register reaches more than half the families in 83 
of lowa’s 99 counties—a quarter or more in the rest. 

That's a lot of circulation—500,000, in fact. Only nine 
other cities have Sunday papers to match it. 

A lot of buying power, too . . . lowa spends five billions 
a year. Yet The Des Moines Sunday Register packages 
70% of all who spend it, and delivers them to you for a 
milline rate of $1.70! 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


He’s head over heels in love with the way 
The Des Moines Sunday Register covers lowa 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


THE DES MOINES REGISTER ann [RIBUNE 


Basic Member American Newspaper Advertising Network 


Spiegel Catalog 
Sale Condemned 
for ‘Audacity’ 


Drug Stores ‘Forced’ 
to Accept Copies, 
Trade Group Is Told 


Cuicaco—The attempted sale 
of Spiegel, Inc., catalogs in drug 
stores “wins the cast-iron dough- 
nut” for audacity, the National 
Association of Retail Druggists 
charged last week, but its protest 
failed to cause any excitement 
among executives of the mail or- 
der house. 

The association’s blast grew out 
of reports that magazine distribu- 
tors were trying to force druggists 
to sell the mail order catalogs, at 
$1 per copy, and were including 
them with regular shipments of 
magazines to the stores. 

Spiegel officials, however, re- 
fused to make any comment on 
the protest, maintaining that the 
trouble was something to be ironed 
out between the distributor and 
store. The big mail order house, 
which also operates its own chain 
of retail stores, began testing the 
newsstand sale of its catalogs last 
season. While the practice still is 
in the test stage, Spiegel is said 
to be well satisfied with results 
to date, and the catalog—which 
carries a merchandise coupon 
worth $1 on the prospective cus- 
tomer’s first order—is being pro- 
moted in a current Look adver- 
tisement. 


a In his editorial column last 
week, Peter J. Sletterdahl, editor 
of the NARD Journal, called at- 
tention to the catalog distribution, 
which he said was reported “from 
various places west of the Missis- 
sippi.” 

“The involved magazine distrib- 
utors,” Mr. Sletterdahl continued, 
“must think that you druggists 
are suckers and that you are dumb 
enough to peddle the mail order 
catalog at $1 a throw, though 
thereby you cut your own throats, 
and also injure retailers in gen- 
eral.” 

The NARD Journal reproduced 
one protesting letter, from a 
Baker, Ore., druggist who said he 
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received ten Spiegel catalogs jp 
his regular magazine delivery. ‘ We 
immediately called our maga: ine 
distributor and he advises there 
will soon be many more of tl ese 
on the stands, that the publis! ers 
insist they put them out,” he sg. iq 
“We wonder if there is anyth ng 
we can do to prevent the nai) 
order houses from using the dr ig. 
gists as dupes in this laiey 
scheme.” 


ws An appended editor’s note »°x. 
plains that the retailer has the 
right to exercise individual juig- 
ment in connection with the items 
he sells. “I would refuse to peddle 
anything that is detrimental to 
me,” the note declares. “It is 
asinine to expect individual retiil- 
ers to distribute promotion pieces 
of competitors. Nobody can make 
you cut your own business throat.” 

Spiegel executives said the cat- 
alog distribution was arranged 
with International Circulation Co, 
New York, a Hearst unit. Pri- 
vately, the company was said to 
have realized the possibility of 
such a retailer protest, although 
there probably would be no ob- 
jection to sale of the catalogs on 
regular newsstands operated out- 
side stores. 

In another instance, Spiege! 
said, one of the newspapers in a 
western market carried a story de- 
tailing the unusual catalog sale. 
Within a short time, readers had 
snapped up all available copies at 
the stands. 


Rudd Sets Spring Campaign 


Rudd Mfg. Co., Pittsburgh, has 
announced plans for a new spring 
campaign to promote Rudd auto- 
matic gas water heaters. with 
Monel tanks, starting with the 
March 19 Saturday Evening Post. 
In addition, two-color half-page 
ads will appear in Better Homes 
& Gardens, Holland’s, House Beau- 
tiful, McCall’s and Small Homes 
Guide. This campaign will run 
through to July, and will be 
backed by local promotions and 
point-of-sale material. 


Monsanto Shifts Two 


Cyrus W. Merrell, in charge of 
pharmaceutical sales for the or- 
ganic chemicals division of Mon- 
santo Chemical Co., St. Louis, has 
been named assistant general man- 
ager of sales of the division. Gerald 
F. Pauley, general branch manager 
of the division’s sales office in Chi- 
cago, has been appointed to suc- 
ceed Mr. Merrell. Appointment will 
be effective April 1. 
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MR. OAKLEIGH R. FRENCH of Oakleigh R. French & 
Associates of St. Louis says: 


“We are urging all of our clients with products for the in- 
stitutional field to recognize that 1949 will be a year of far- 
reaching re-appraisals. Within the past few weeks we have 
witnessed reversals of generally accepted thinking unprece- 
dented in the history of our country. Along with this we be- 
lieve that 1949 will prove a banner year for those adver- 
tisers who will study conditions and make their sales and 
advertising plans accordingly. 

“One of the most vital changes which is becoming increas- 
ingly apparent to everyone, is the catching up of production 
with unstimulated demand. There are vast potentials which 
have not yet been touched and which are only awaiting de- 
velopment through stimulated promotion and sales effort. In 
addition, U. S. Department of Commerce new-construction 
figures for 1949 show that building among private institu- 
tions is expected to increase in dollar volume 35% over 
1948. It is estimated that public institutional building will 
increase 42% in 1949. 


‘We believe that manufacturers who have products applica- 
ble to the institutional field, and especially those who have 
not previously attempted to sell this market will find that their 
efforts can be most profitable and effective under today’s 
conditions if they are directed to the mass-consumer field." 
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HE mass-consumer field to which Mr. 

French refers is made up of hotels, hos- 
pitals, restaurants, schools and colleges, 
dealers and jobbers, YMCA's and 
YWCA's, industrial cafeterias, railway 
systems, steamship lines, public institutions, 
office buildings and other institutions. 


INSTITUTIONS MAGAZINE is the only 
ronthly publication serving these institu- 
ions and their suppliers. It is designed as 


WRITE FOR FREE BOOKLET . 


It is a reading must for manufacturers with gindati applicable to the expansion, 


the primary media for manufacturers who =e 


wish to tap this broad || Billion Dollar mar- 
ket... and keep their sales story constantly 
before the more than 200,000 key individ- 
uals who read INSTITUTIONS MAGAZINE 
each month. 

To determine how INSTITUTIONS MAG- 
AZINE can serve you to keep your product 
information before this broad institutional 
field, write direct or consult your adver- 
tising agency today! 


. “Institutions Build’ 


; is remodeling and rebuilding program in the institutional field; also it is for the 


A media-files of their advertising agencies. 
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C. V. Starr Sells 
‘Norte’ to Losada 


New YorK—Norte will no longer 
be published by American Inter- 
national Publications, an official 
said last week, confirming a rumor 
heard for some time in export 
publishing circles. Jorge A. Losada, 
its editor, will head a new publish- 
ing company. 

John Ahlers, vice-president of 
AIP, said the February issue was 
the last to be published under the 
aegis of C. V. Starr, publisher and 
chairman of AIP. AIP will contin- 
ue, Mr. Ahlers said, because it has 
other publishing interests (al- 
though Norte was the only mag- 
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azine it published). 

Mr. Losada was Norte’s first 
editor, starting it in 1939 with 
an initial circulation of 2,000. The 
circulation is currently 100,000, 
and this guarantee, as well as 
present page rates, will be con- 
tinued. The publisher of the new 
magazine will be Norte, Inc., with 
offices at 101 Fifth Ave., the same 
address it had under Starr’s owner- 
ship. 

At the expiration of present 
contracts, the magazine will be 
switched from gravure to letter- 
press printing, AA was told. Mr. 
Losada’s wife, Tana, edits two 
magazines, Americana and Cine- 
landia. These magazines may later 
be incorporated with Norte, she 
told AA. 


Neave Joins Wolff Agency 


Ralph Neave, former vice-pres- 
ident of Walter Weir, Inc., New 
York, has joined Lester L. Wolff 
Advertising, New York, as ex- 
ecutive vice-president. Prior to his 
association with Weir, Mr. Neave 
was with the Lambert Co. 


Movies to Rule 
TV Programming, 
Video Meet Told 


Roach Says 90% of TV 
Shows to Be on Film; 
Cost Less than Live 


CuicaGo—Hollywood’s motion 
picture producers soon will move 
into television and, according to 
Hal Roach Jr., when the dust 
clears away, video people may 
well find that a large portion of 
TV programming has been “taken 
over” by the film capital. 

Speaking to the first annual 
National Television Conference, 
sponsored by the Chicago Tele- 
vision Council, Mr. Roach drove 
home argument after argument as 
to how and why Hollywood can 


and will become a major factor 
in the infant industry. 

“My case for Hollywood is sim- 
ple,” he said. “Television is a visual 
art. Hollywood studios and their 
creative people have developed a 
vast knowledge of the visual art 
from their years of experience. It 
is only logical that they can and 
will apply this knowledge and ex- 
perience. 


w “I have just returned from New 
York, where I talked with a siz- 
able group of people interested in 
television. One thing stood out. 
New Yorkers look at television as 
if it were radio. Their thinking is 
conditioned by radio, and they ap- 
ply it, with little change, directly 
to television problems. 

“In Hollywood, on the other 
hand, everyone looks at television 
as if it were motion pictures— 
thinks of TV problems in terms of 
motion pictures, and seeks to solve 
them on that basis. 

“Actually,” Mr. Roach continued, 
“television is neither radio nor mo- 


2. BuTYL RUBBER PLANT of Esso Standard 
Oil Company in Baton Rouge—world’s largest oil- 
exporting port—another reason why WWL-land ex- 
ceeds national average in increased income, buying 
power, and general prosperity. 


1. MANRESA HOUSE, near Baton Rouge. 
This magnificent home was occupied, for near- 
ly a century, by Jefferson College, Alma Mater 
of many distinguished Louisianians. Now own- 
ed by the Jesuit Fathers and dedicated to re- 


ligious activities. 
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| WWE PRIMARY DAY-TIME COVERAGE 
' i 
|__ 591,030 BMB STATION AUDIENCE FAMILIES . 


3. WWL’S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL, are not shown. 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 
in the South’s greatest city! 


CBS AFFILIATE 


Represented nationally by The Katz Agency, Inc. 


NEW ORLEANS 


PARTMENT OF LOYOLA UNIVER 
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tion pictures, and television pe: pj. 
are going to have to change t) ej; 
basic concepts if they wish to si |yp 
the problems of the new mediu n.” 


Getting down 
Roach declared: 


to cases, 


“Television 
New York today is accepting cl iy. 
ity. Putting on live shows dema ic; 
so much rehearsal time for ‘he 
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actors that they have to give up 


their other 


income—and  aciors 


will not give up other sow ce 


of income when they don’t h ive 


to. 


a “I’ve heard a lot of talk abou 
freshness in live television shows 
I ask you, which has more fresh- 


ness—a show that has been 


hearsed for 20 or 30 hours o 
movie sequence shot after a brief 
explanation by the director as to 


what is wanted? 


re- 


a 


“It’s perfectly feasible to shoot 


13 television shows on film in 26 
days, without excessive rehearsal, 
lines or studio 
charges. The feature actor then 
has two months to make persona! 
make a movie or 
exploit other sources of income. 
I ask you, which method do you 
think important actors will choose’ 


memorizing of 


appearances, 


“Motion pictures are not doomed 


Live shows go up in the air, while 
a filmed program brings in re- 
years to come. Why 
should a good idea and a good 


turns for 


show die in a market that is grow- 


ing as fast as television? 


a “Television costs 
geles are at a peak now,” 
Roach asserted. 


in Los An- 
Mr. 
“The work done 


will be less expensive as time goes 
on, and in two years it will cost 


more to do a live show than to 


do a film show—and once pro- 
duced, the live show ceases to be 
a revenue producer. In two years, 


90% 
will be on film... 


of all television programs 


“It is obvious that there is a 
good deal of advertising agency 


opposition 


to motion pictures 


Agency men ask how they will 
justify their 15% if the show is 
purchased as a package. I’m afraid 
that I don’t have the answer to 
that question. But I see no reason 


why the sponsor can’t buy 


the 


complete package and see it in 


final form before he pays 
money.” 


Appoints Erwin, Wasey 


his 


The American Journal of Nurs- 
ing, New York, has appointed 
Erwin, Wasey & Co., New York, 


to handle its advertising. 


(Advertisement) 


Getting Ahead in Business 


Thomas E. Knode, director of the | res 
department of National Broadca: ting 


Co., who has been promoted to 


ministrative assistant to Carleto) 


Smith, director of the network te 
sion operations. Mr. Knode is a re; 
reader of the Wall Street Journa 

and 39,553 other managers and de 
ment heads (of a total audien 
223,641 business leaders) in the A 
ican industrial scene, coast to 
a aided in making their decisior 
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To Sell More Automobiles—And Accessories 
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THE INQUIRER STANDS FIRST IN TOTAL AUTOMOTIVE LINAGE... 


THE INQUIRER 2nd PAPER 
(Classified and Display) (Classified and Display) 


DAILY SUNDAY TOTAL DAILY SUNDAY TOTAL 
1,243,356 652,110 1,895,466 1,252,088 225,489 1,477,577 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 


Exclusive Advertising Representatives : 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfleld 1-7946; 448 S. Hill $t., Los Angeles, Michigan 0578 
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‘D.T.’ Golf Ball 
to be Promoted as 
Acushnet Triumph 


New Beprorp, Mass.—“D. T.” 
—in this case “Dynamite Thread” 
—will be promoted as a lively 
component of the new Titleist 
golf ball to be advertised through 
mid-October in the most extensive 
program yet launched by Acushnet 


PERSONAL 


The personal touch is the magic 
touch ... in building up good will 
and making contacts. Impress pres- 
ent and prospective customers per- 
sonally, with a gift of a MICRO- 
LITE, the handsome miniature 
keychain flashlight. Imprinted with 
your name, it is the perfect good 
will builder and gift souvenir. 

For promotional plan tailored to 
your line . . . price list, sample, 
literature, write on yuur business 
letterhead to Dept. A-314. 


MICRO-LITE CO., INC. 
44 West 18th Street, New York City 11 
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Process Co. 

The advertising and merchandis- 
ing drive for the new ball will 
include four-color ads to run in 
The Saturday Evening Post each 
month from now through mid- 
October; black-and-white copy in 
Time; five two-color back covers 
in Golfing, and collateral material 
for golf pros and pro shops, in- 
cluding the free matches Acush- 
net popularized last year, counter 
cards, etc. 

“D. T.” is being promoted as a 
new type of super-resilient thread, 
wound by an exclusive “True- 
Circle” method to give more dis- 
tance and make cutting less easy. 

H. B. Humphrey Co., Boston, 
handles the account. 


Ebberts Opens Own Agency 


Dan Ebberts has opened the Eb- 
berts Advertising Service at 3168 
E. Gage Ave., Huntington Park, 
Cal. He was previously a prin- 
cipal in Stellar-Millar-Ebberts Ad- 
vertising Agency, Los Angeles, 
now known as Stellar, Millar & 
Lester, and was advertising man- 
ager of Madsen Iron Works. 
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3rd, 4th Class 
Mail Users Tell 


Postal Position 


Ad Ratios Discussed; 
Lasser Preparing ABP 
Study for Congress 


Cuicaco—Postal discrimination 
should be ended, says the National 
Council on Business Mail, in a 
forthright presentation called “The 


Postal Rates 


Double Standard in Postal Rates.” 

A frank exposition of the 
fourth and third class mail users’ 
viewpoint, “Double Standard” 
complains that (1) books are 


charged higher postal rates than 
the editorial material in second 


class mail; (2) advertising’s ratio 
to editorial in second class publi- 
cations has continually increased, 
rising from 38.4% in 1939 to 50.7% 
in 1947; (3) periodical advertising 
(second class) moves at less than 
one-seventh the cost of catalogs— 
“another case of unjustified dis- 
crimination”; and (4) although by 
weight, third and fourth class 
mailings are three times as much 
as second class, the two classes 
pay eight times as much revenue 
as second class. 

Further, the council charges that 
no increases were applied to second 
class in the bill which became 
effective Jan. 1, yet second class 
mail’s 1947 deficit was “$148,000,- 
000—equivalent to almost 70% of 
the net postal deficit.” It declares 
that second class mail pays only 
17% of its own cost, whereas 
third class pays 53%, and fourth 
class 88%. 

“Why should second class remain 
untouched by the latest rate in- 
creases?” the council asks. “Sure- 
ly this discrimination in the postal 
rate structure should receive con- 
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Hooner 


The Weekly Kansas City Star 
Second Kansas Farm Paper 
Second Missouri Farm Paper 


PROVED 


ADVERTISER PREFERENCE 


Total Advertising 
ti sks ois we 826,768 tines 


WEEKLY STAR .... 693,577 ” 


Country Gentleman 


& Gallup 


ane nice fellows, but... 


By Readers and Advertisers 


+» » shows you don’t need a Hooper rating or a Gallup 
poll to evaluate farm papers in the rich Missouri and 
Kansas farm market. 


Here’s a count of voluntary individual subscriptions sent 
by mail to the three leading farm papers in Missouri and 
Kansas during the six months ended June 30, 1948. 


PROVED 


(As reported by Advertising Age January 24, 1949. 
magazines, monthlies, semi-monthlies; bi-weeklies, weeklies.) 


The Weekly Kansas City Star. 


Over 440,000 Paid-In-Advance Cireulation 
Largest Farm Weekly in America 


es 


- $1,844 | TOP MIDWEST 


oo. 1128 : FARM MEDIUM 
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RECORDED PREFERENCE 
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FARMER READER PREFERENCE i 
Subscriptions by mail * 
ons ma t+] 
direct to publisher. i —_——— 


a loyal audience responsive 


Progressive Farmer .......__........ 652,543 ” 
re 621,232 ” 
ass wks bos oes ode. obe 547,384 ” 
Successful Farming .............. ..514,661 ” formation and 
ees ca bcvecteeecdes vee 506,607 " 
to advertising. 
in th In Farm Paper 
Number Metles Advertising 
Lineage in 1948 


equaled by any 


Includes farm paper. 


Advertisers know _ dealers 


overwhelmingly 
Weekly Star in 


# 

FARMER : 
READER 

PREFERENCE 


ADVERTISER 
PREFERENCE 


The Weekly Star’s firstness 
in technical agricultural in- 


speed of publication provide 


Advertisers know The Weekly 
Star provides a degree of 
penetration in its area, not 


its selling effectiveness. 
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Advertising Age, March 14, 1:49 
sideration.” 


a The presentation also arg) es 
other facets of the postal c: se. 
pointing out that other governm nt 
agencies such as the departme its 
of Commerce and Agriculture | re 
more expensive, are not expec eq 
to produce revenue, and that ‘he 
Post Office Department offers a 
service to the whole people. It aso 
argues that the deficit contains 
costs of handling government 
mail and other free services (o; 
which it would receive $115,000,':09 
if paid at regular rates, and that 
the services offered to rural and 
village areas are considerable. 

“We think Congress should (\e- 
termine the answer by examination 
of the conditions existing today 
No fair-minded individual should 
ask the users of any one class of 
mail to bear a disproportionate 
share of the cost or expect rates 
that involve unjustified subsidies,” 
the presentation asserts. 


ae J. K. Lasser & Co. over the 
weekend was preparing an analy- 
sis of replies by members of As- 


sociated Business Papers to an 


ABP questionnaire asking for post- 
age, profits and other data to be 
used in preparing a presentation 
for House and Senate committee 
hearings. 

The questionnaire asked for 
name of publication and address, 
total pounds mailed and second 
class postage bill in 1948, amount 
of advertising content and edito- 
rial content, copy of 1948 postal 
zone analysis, net income before 
taxes in 1948, and for letters and 
other material showing how “your 
industry depends on your pub- 
lishing service.” Questionnaires 
were returnable by March 10 to 
Lasser in New York. 

Along with the questionnaire 
were sent a copy of HR. 2945, the 
House bill containing the admin- 
istration’s recommended postal rate 
increases, and a list of members 
of the House and Senate post office 
committees. The ABP publishers 
were urged to contact those mem- 
bers from their own areas to pre- 
sent their views on the bill. 


Old English Names Long 


Old English Co., San Jose, Cal., 
packer of dog and cat food, has 
placed its advertising with Long 
Advertising Service, San Jose. 
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HERE'S WHY 


Because there are no reliable, up- 
to-date official figures on markets 
and marketing trends, populations 
and population trends, income, 
purchasing power, etc., advertising 
and marketing executives must 
depend on media-supplied studies 
and analyses for their information. 
And media have done a superb 
job of studying and reporting on 


their markets... . 


However, there’s this catch in it: 


Unless a marketing executive's 


name is on every publisher’s mail- 
ing list, he has no assurance he 


will get everything he needs... 


and if his name were on every list, 
he would be swamped with much 
superfluous information. The an- 
swer to this problem is ADVER- 
TISING AGE’S annual Market 
Data Number—a special issue 
serving as a comprehensive and 
authoritative directory of avail- 
able market data supplied by me- 
dia — enabling men in search of 
markets to request what they 
need, when they need it. 


The 21,000 subscribers of ADVER- 
TISING AGE look to this direc- 
tory as their basic source of latest 
available market data. 


HERE’S WHAT 


And here’s what it does: It gets 
media-prepared data into the 
hands of the right people — those 
whose new accounts or new dis- 
tribution problems make it imper- 
ative for them to study certain 
markets. Last year the Market 
Data Number of ADVERTISING 
AGE (the first issued) produced 
13,301 requests for market and 
media data! In direct terms this 
means thousands of potential leads 
not developed through any other 
medium—a great service for ad- 
vertisers and advertising media— 
and an exclusive with ADVER- 
TISING AGE! 


SUBSCRIBERS AND 
READERS, NOTE: 


If your subscription is scheduled 
to expire prior to the May 30 is- 
sue — take no chances — RENEW 
TODAY! $3 for 1 year, or better 
yet $6 for 3 years (you save $3). 
If you are NOT a subscriber, now 
is the time to place your order, 
because only enough copies of the 
Market Data Issue will be printed 
to service actual subscribers. 
Please send subscription orders to 
the Chicago office. 


bas Aah ME halt 


O* May 30, 1949, the 21,000 
subscribers to ADVER- 
TISING AGE will receive 
the Special Market Data Sec- 
tion, fully contained within the 
issue — not a supplement — di- 
gesting some 1,000 different 
market studies made available 
by media, plus the informative 
display advertising of media de- 
siring to present more complete 
stories for immediate reference 
From previous experience we 
know that the issue containing 
this special section will be re- 
tained and used by advertisers 
and agencies for a period of six 
to seven months, providing a 
flood of valuable inquiries. 


An exclusive with ADVER- 
TISING AGE, the annual Mar- 
ket Data Number is a unique 
contribution to market research, 
a unique opportunity for media 
promotion. Media-prepared 
market data will be briefed and 
indexed under the following six 
classifications: National Mar- 
kets; Regional and Local Mar- 
kets; Farm Markets; Distribu- 
tion Markets; Industrial Mar- 
kets; Professional Markets. If 
you are a media promotion man 
and have not already received 
the announcement brochure, 
write for complete details at 
once. Representation in this 
marketing directory is a must! 


Advertising Age 


100 E. Ohio St. 
Chicago 11 
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1l E. 47th St. 
New York 17 


"PROMO 


Special Section 
Within the Issue, 
Digesting and Listing Ap- 
proximately 1,000 Pieces of 

Media-prepared 
Market Data 
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Pears Soap Returns 
to U.S.; Agency Is 
Cowan & Dengler 


Lonpon—A. & S. Pears Ltd., a 
subsidiary of Unilever Ltd., has 
appointed Cowan & Dengler, New 
York, to handle advertising for the 
return of Pears soap in this coun- 
try, after an absence of some years. 

Last fall, Pears named Schief- 
felin & Co. to distribute the 50¢ 
toilet soap in the United States. 
It was discontinued before the war 
because of its high glycerine con- 
tent. 

Because of a limited supply, 
Pears advertising will get off to a 


QUALITY...SPEED...ECONOMY 


Sty 


The AMERICAN LABEL co. 


2435 Worth Sheffield Av ago 14. Ittinois 


slow start. The company will use 
participations five times a week 
beginning today (March 14), on 
the WOR, New York, Barbara 
Welles program. The station will 
welcome back the soap in an ad 
in the New York Herald Tribune 
on the same day. 

Prior to the war, Pears soap was 
made in Cambridge, Mass., by 
Lever Bros. Co., also a Unilever 
subsidiary. The soap sold then for 
about 15¢ a cake. 


Paul Smith Opens New 
Agency in New York 


Paul Smith has resigned as 
president of Smith, Smalley & 
Tester, New York, to open an 
agency under the name of Paul 
Smith Advertising, Inc. Offices 
will be located at 24 W. 45th St., 
New York. 

Mr. Smith was previously art 
director of D’Arcy Advertising 
Co., New York, on the Coca-Cola 
account for five and a half years. 
He opened his own agency, bear- 
ing his name, last August and last 


January named Mr. Smalley and 


Mr. Tester as partners. 


‘Ladies Be Seated’ 
Loses Both Clients 


Cuicaco—American Broadcast- 
ing Co. last week was reported 
ready to drop its “Ladies Be Seat- 
ed” daily afternoon program after 
the March 25 broadcast. That is the 
last day it will be sponsored by 
Quaker Oats Co. and Toni Co. 

Toni dropped its Monday-Wed- 
nesday-Friday second 15 minutes 
of the 3-3:30 p.m., CST, show to 
make funds available for the tele- 
vision show it will start on the 
CBS-TV network starting May 19. 
Toni spent about $500,000 for the 
ABC time. It has not yet decided 
on format for the video show. 

Toni still has three AM radio 
programs, all on CBS. They are 
“Give and Take,” 1:30-2 p.m., 
EST, Saturdays; “Crime Photog- 
rapher,” Thursdays at 9 p. m., EST, 
and “This Is Nora Drake,” five 
times weekly at 2:30 p.m. 

Quaker, which sponsored the 
first quarter-hour of “Ladies Be 
Seated” five times weekly, spent 


about $900,000 a year for the ABC 
time. It will spend the same with 
ABC for the half hours of the 
Peter Donald program Mondays, 
Wednesdays and. Fridays starting 
March 28. The show will be heard 
at 3-3:30 p.m., CST. 


Mass to Leave Presto 


S. J. Mass, director of adver- 
tising and sales promotion, Na- 
tional Pressure Cooker Co., Eau 
Claire, Wis., has resigned, effec- 
tive April 1, to return to “business 
interests in the advertising field 
in Philadelphia.” He formerly was 
a vice-president of Packard Ad- 
vertising Association and adver- 
tising manager of Continental Dis- 
tilling Corp., Philadelphia. 


Loomis Heads Lee Syndicate 

Lee P. Loomis, publisher of the 
Globe-Gazette, Mason City, Ia., 
has been named president of the 
Lee Syndicate, Davenport, Ia., suc- 
ceeding the late E. P. Adler. Philip 
Adler, son of E. P. Adler, has be- 
come publisher of the Davenport 
Times, Kewanee Star-Courier Co., 
and Courier-Post Publishing Co., 
Hannibal, Mo. 


$. R. O. 


“SEEING ROOM ONLY” 
In the First Issue of the New SUNDAY 


PITTSBURGH POST-GAZETTE 


In Other Words... 


WE'RE SOLD OUT! 


Just one month ago, on February 1, we announced the new SUNDAY 
edition of the Pittsburgh Post-Gazette for March 27, 1949. 


On March |, four weeks in advance of publication, we were SOLD OUT! 


So, we're sorry ... and we apologize to those of our friends and adver- 
tisers to whom we must say: NO SPACE LEFT. 


But you really can't blame us for being a little bit proud . . . because the 
first issue of our new SUNDAY paper has met with such enthusiastic 
and overwhelming response. 


P. S.: There is still some space left 
in our second and subsequent issues. 


Now Published 


Pittsburgh Post-Gazette 


SUNDAY, Too! 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Ine. 


Advertising Age, March 14, 1919 


KMPC ‘News’ Show 
Consists Entirely 
of Paid Commercials 


Los ANGELES—A unique 15-mi) - 
ute program consisting entirely > 
commercials presented in a nevy's 
format is being launched toda ,. 
March 14, by Station KMPC he: 
Called “Bargain Broadcast,” it w || 
be heard Monday through Frida ., 
9:15 to 9:30 a.m. It is intendd 
as a daily clearing house of ba - 
gains offered by retailers on :n 
item basis. 

According to Mike Watson, pr.- 
motion manager of KMPC, “Ba-- 
gain Broadcast” is designed as <n 
answer to the current slowing of 
retail sales. Objective is to make 
“dollar sales five minutes after the 
show goes off the air.” Merchan- 
dise offered will be certified as 
available on the day of the broad- 
cast only. 

Each item will be advertised as 
news and all copy must conform 
to a standardized presentation. 
“Selling” talk will be avoided with 
emphasis being laid upon a factual, 
newsy delivery. 


s Backing the program will be 
a research department which will 
certify that each item offered is 
a bargain with respect to price, 
quality, etc. Items will be shopped 
to verify their “bargain” status. 

Working on the principle that 
most bargains will be “buyer’s mis- 
takes” resulting in the overstocking 
of high quality items through an 
error of buying judgment, ihe 
station is writing contracts with 
short cancellation clauses. This will 
allow retailers to use the program 
only when they are in the position 
of being stuck with an item. 

Listener promotion will include 
4” ads in all metropolitan dailies, 
outdoor, and courtesy announce- 
ments on KMPC. Counter display 
cards will be given advertisers so 
items can be identified at the 
point of sale. 

Rates for announcements range 
from $23.75 for 13 times in 13 
weeks, to $20.50 each for 65 times 
in 13 weeks. There are no dis- 
counts. 


Display Men Hold Meeting 


National Window Display In- 
stallation Service Association, 
newly formed organization (AA, 
Feb. 14), held its midwestern re- 
gional meeting Feb. 25 in Chicago, 
at which time Lew Posner, of A. 
B. C. Mercantile Display Service, 
was elected secretary of the mid- 
west group. The southern and 
western groups will hold their 
meetings this month. Sol Fisher, 
Fisher Display Service, Chicago, 
is acting chairman of the national 
group. 


Ford Retires Leslie Brown 


Leslie V. Brown, who it 
reported has distributed more than 
a fourth of all motor vehicles pro- 
duced in this country, has retired 
after 37 years with Ford Motor 
Co. He has been distribution man- 
ager for the company for the past 
33 years. 


is 


Zephyr Awning to Wakefield 

Zephyr Awning Co., San Mateo, 
Cal., has named Wakefield A'- 
vertising Agency, San Francis: 0, 
to direct its sales promotion é:°- 
tivities. 
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The Society of Typographic Arts 
invites you to view 
the 22nd Annual Exhibition of 
Design in Chicago Printing 
at the Art Institute of Chicago 
March 12 to April 9, 1949 | 


E. Willis Jones Designer wae 


John Olson Art Director 2. °; 
Leo Burnett Co. rT) = 


Herbert W. Simpson Printer © 
Evansville, Ind. 


For the engravings and this space, the S.T.A. thank 


Collins, Miller & Hutchings, Inc. 
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More on Agency Recognition 


We, and apparently other edi- 
tors in the advertising field, have 
been reading reams of carbon 
copies in a hectic correspondence 
between an agency in St. Louis 
and various newspapers and news- 
paper associations, dealing with 
this agency’s difficulties in getting 
agency acceptance from individual 
newspapers, and its problems in 
meeting what the agency calls “im- 
possible” terms for getting associa- 
tion recognition. 

We had about concluded that 
while the fight seemed hot and 
fevered, it was one of those private 
fights which occasionally develop 
and in which no particularly im- 
portant point of interest to the 
business is involved. And then 
along comes a letter from James 
D. Woolf, retired agency man and 
famed copywriter, which also dis- 
cusses media recognition of agen- 
cies, but from precisely the op- 
posite standpoint. 

Whereas the first batch of cor- 
respondence deplores the difficulty 
of getting recognition, Mr. Woolf 
suggests quite the opposite. He 
writes, in part: 

“T got two letters this week that 
are disturbing. One came from Los 
Angeles and the other from New 
York; both were written by able 
and high-minded advertising men. 
The Los Angeles letter says: 

“*At the present time there are 
about 385 so-called advertising 
agencies here, and there are not 
more than a dozen really sub- 
stantial accounts. There is a wild 
fight for the existing business. The 
result is high pressure tactics and 
unethical practices being used to 
get business and keep it.’ 

“The letter from New York is 


even more damning: 

“*There are hundreds of small 
and medium-sized agencies here in 
New York that seem to recognize 
no need for copy talent as such or 
generally improved advertising 
planning. They think solely. in 
terms of billing and what the client 
can be sold by the shortest, easiest 
route, and whether the advertising 
is good or bad is a matter of utter 
indifference to them...’ 

“It has always been my under- 
standing that one important reason 
for the 15% commission system 
paid by media owners to advertis- 
ing agencies is to insure high copy 
standards. Whether the agencies 
referred to by my correspondents 
are recognized, I don’t know. If 
they are recognized, and if the 
charges made by these two men 
are true, it would appear to me 
that media owners have relaxed 
their standards considerably.” 

Well, there you have two dia- 
metrically opposed viewpoints. 
Certainly recognition should be 
granted on the basis of competence 
and ethics, as well as on the basis 
of independence and financial re- 
sponsibility. Certainly, also, rec- 
ognition should not be withheld 
solely on the basis of size or lack 
of previous use of a medium. In 
such an event, those who hold 
recognition tend to become a care- 
fully restricted club. 

Perhaps all media groups ought 
to take another look at their rec- 
ognition procedures, to make sure 
they are fair, equitable and ad- 
equate. We have enough confidence 
in the essential value of the system 
to believe that changes to fit the 
times can be made without essen- 
tially altering the system itself. 


The Why and How of Agency Changes 


The series of seven articles now 
appearing in ADVERTISING AGE 
which discuss why advertisers 
change agencies, and how they go 
about making a change, should be 
of unusual interest to everyone in 
advertising. 

There seems never to have been 
a time within the past 25 or 30 
years when so many advertising 
accounts—large and small—are not 
completely “set” with their agen- 
cies. Time after time one hears 
that almost any account is “open 
for a pitch.” It may not change its 
agency, but a surprisingly large 


percentage of accounts apparently 
are willing to flirt fairly seriously 
with anyone who might make a 
better spouse. 

No doubt this condition is a re- 
flection of unsettled, uncertain 
times in all business operations. 
But it is not a healthy situation, 
and we hope it will not last too 
long. There is abundant evidence 
that the advertiser can get most 
for his money in agency service 
when the agency-client relation- 
ship is one of complete confidence 
and mutual respect, enduring over 
many years. 


—KMBC Heartbeats 


.- Your fan mail—48 letters and one gift!” 


Sawdust Trail 


Ever since Col. Springs hove 
over the horizon last year, drag- 
ging his bust buckets and ham 
hampers behind him, most of ad- 
vertising’s double-domes have been 
in a tizzy. 

The colonel was only a-doin’ 
for advertising what Kinsey did 
for literature, but this philosophic 
view failed to prevail. 

Trouble was, they couldn’t find 
any concrete evidence that sex did 
not pay. The colonel and his lis- 
some ladies were doing handsome- 
ly, and after a little rugged soul 
rassling, many of our tonier jour- 
nals elected to take the colonel 
and his harem into their pages. 

We have now at hand evidence 
that Springs was wrong. 

Out in Los Angeles, where the 
palms peek through the snow, is 
D-P Engineering Co., which bought 
some polystrene from Koppers Co. 
and started making letter openers. 

Due to the climate of Los An- 
geles, the letter openers were 8” 
high figures of shapely maidens, 
and originally were merchandised 
with the maidens unclothed. 

Sales were lousy. 

They figured men were not buy- 
ing the openers because if their 
wives dropped into the office, those 
nude envelope-slitters might look 
odd. 

So D-P began clothing the “Ca- 
reer Girl,” as the openers were 
called. First they used a frosting 
process to make the plastic figure 
look as if she were wearing pant- 
ies and a bra. 

Sales looked up a little. 

Then D-P started putting a cloth 
bathing suit on the openers, using 
a special flocking process to mold 
the cloth to the plasting. 

Sales are fine. The company’s 
entire production is now consumed 
by “Career Girls” in bathing suits. 

Looks like a victory for home 
and mother. 


Seems Logical 

Our thought for the week comes 
from the National Committee on 
the Observance of Mother’s Day: 

“New babies mean new mothers 
—and there were over 10,000,000 
babies born during the past three 
years.” 


Chorus 

By now, almost everybody has 
said that the New York Herald 
Tribune’s promotion booklet, 
called “How to Get the Most Out 
of Your Newspaper,” was a pretty 
masterful job. We’d be the last 


to dissent. 


What the newspaper’s promotion 
department has done is to turn 
out a striking hybrid: half news- 
paper-reading primer, half slick 
and effective selling for the HT. 
It sets a high mark for any pro- 
motion man to shoot at. 


Double Ride 

The Mengel Co., Louisville, 
builds furniture, and its promo- 
tion of its module probably hit 
a new high for effective selling 
in that field. 

The company also makes a 
cold drink case, and its business 
paper advertising shows as 
sprightly an approach as the com- 


pany had in bringing in module. 

Calvert Distillers is here lam- 
pooned twice. And we’re sorry 
you can’t see the detail. That 
book lying face down on the arm 
of the chair is a quarter reprint, 
entitled “Hopalong Cassidy Takes 
Cards,” which seems to us to be 
a sort of blue bow which ties up 
the package. 


Jottings 

When Charles F. Kettering, 
GM’s research wizard, was on 
Mary Margaret McBride’s radio 
show, she asked him why the 
current GM auto show at the Wal- 
dorf was called “Transportation 
Unlimited.” “I don’t know,” Boss 
Ket said candidly, “I suppose some 
public relations man with a gift 
of liquid language slipped that 
me sea 
The Argus-Champion, Newport, 
N. H., noted in its masthead that 
“Because of the increased cost of 
engravings a charge of $2 and up 
depending on size will be made 
for printing all unsolicited pic- 
fares.” ... 
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An “attractive lady adverti: ing 
dynamo” offered her talents ;; 
Western Advertising, indica’ ing 
her preference for an L.A. be th. 
and Franklin Allen thinks ;he 
should be just the ticket for Ho ly. 
wood. 


“Mothers buy more home ,p. 
pliances than women,” says Far. 
ent’s Magazine with a slig)itly 
supercilious air. 

Smile when you say thaf, pod. 
ner. 


John McCaffrey of Internationa! 
Harvester says public relations 
people must be good business men, 
and Emil Heseman demands that 
sales and advertising executive: 
be more profit-minded. 

The honeymoon must be over. 


Selling postage stamps, opine; 
Ian Ballantine, “is a wonderfu! 
business, completely founded on 
fantasy.” 

Even when an old curmudgeon 
like Harold Ickes gets into it? 


“We're doing too much advertis- 
ing to other people in the ad busi- 
ness,” complains Richard D. Crisp 

How else would you go about 
promoting a better job? 


“Companies tell why they change 
agencies,” reports the world’s 
greatest advertising journal. 

And of course the color of the 
contact man’s necktie is never 
mentioned. 


More competition in the liquor 
business between bonds and blends 
is predicted as the result of rising 
stocks. Probably the producers of 
blends think their method rectifies 
the whole situation. 


They’re poking fun at Linda 
Darnell just because that gorgeous 
gal endorsed Chesterfields about 
the time she was photographed in 
company with a pack of Pall Malls 

But she didn’t say posi-TIVE-iy. 


What progressive company cele- 
brating its seventy-fifty annivers- 
ary will be the first to tie in with 
the diamond jubilee of the Ken- 
tucky Derby at Churchill Downs 
with Col. Matt Winn in May? 


“Your product can be sold na- 
tionally only if it is bought lo- 
cally,” says the Midwest Farm 
Paper Unit, with the aid af the 
appropriate capital letters and ex- 
clamation points. 

The boys must have been read- 
ing the Bureau of Advertising’ 
mail. 

aon 


In Florida, asserts a classified 
advertiser, sunshine thaws froze! 
budgets. 

No wonder you find so many bit 
shot agency men and their cli-n 
thawing out on the beache: 
Palm Beach and Miami at 
time of year. 


thi 


“NOAB elects Ewald,” says t! 
headline. 

Note to printer: 
head standing. 


Please ee? 


Commissioner Robert Jone , °® 
the FCC, not the golfer, bel 2ve 
color television is possible 
and doesn’t hesitate to say so. 

But he doesn’t predict wh: ‘he 
it will call for a drive or a pu . 
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The sports field, spectator and participant, is grow- 
ing so fast that more than $5,000,000,000 will be _— 
spent on sports this year! Get the cream of this ‘ 
market with the big, new magazine that tops the g 
field: SPORTS ILLUSTRATED. : 
Dell Publishing Company, 261 Fifth Avenue, New 
York 16, N. Y. _ 
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Spot Check Will Survey 
Television Commercials 


Spot Check, Inc., a new company 
at 270 Park Ave., New York, will 
release its first report on video 
commercials at the end of the 
month. The surveys, which will 
cover film advertisers in motion 
picture theaters as well as TV 
spots, will be made by disabled 
veterans, who will get the custo- 
mers’ reactions by mail. 

Later the company plans to pub- 
lish weekly spot reports. All tele- 
vision cities will be covered. 


Salzer Joins Station WCCC 


George Salzer, formerly an 
account executive of Edward Owen 
& Co., Hartford agency, has joined 
the commercial sales department of 
Station WCCC, Hartford. 


ADS PULL BETTER 
siivgtreted with EYE* 
CATCHERS photos. 
Breonstion covers, house 
organs, posters, every 
promotion job. 100 new 
poets monthly. Used 

biggest advertisers. 
rite for new FREE 
proofs No. 108. 


EVE* CATCHERS, Inc., 10 East 38th St.,N.Y.C. 16. 


Four A’s Meeting 
to Cover Research, 
Ethics, Personnel 


New YorK—Business sessions at 
the 1949 annual meeting of the 
American Association of Adver- 
tising Agencies, to be held April 
6-8 at the Greenbrier, White Sul- 
phur Springs, W. Va., will be de- 
voted to topics classified under the 
four main headings of personnel, 
research, ethics and relations. 

Fairfax M. Cone, of Foote, Cone 
& Belding, will be in charge of 
the session on relations, scheduled 
for the morning of April 7. Panel 
members will be Theodore S. Rep- 
plier, Advertising Council; Dr. 
Kenneth Dameron, Committee on 
Consumer Relations in Advertis- 
ing, Inc.; Henry Abt, Brand 
Names Foundation; Elon Borton, 
Advertising Federation of Amer- 
ica; Edward L. Greene, National 
Better Business Bureau. 

John P. Cunningham of Newell- 
Emmett Co. will direct the per- 


sonnel topics session, and partici- 
pants include Fletcher D. Rich- 
ards, of the agency bearing his 
name, and John E. Wiley of Ful- 
ler & Smith & Ross. 

Thomas d’A. Brophy, head of 
Kenyon & Eckhardt and chairman 
of the board of the Four A’s, will 
preside at the business session on 
April 8. Clarence B. Goshorn, Ben- 
ton & Bowles, will be in charge 
of the ethics session, and F. B. 
Ryan Jr., of Ruthrauff & Ryan, will 
be in charge of the session on re- 
search. 


Remington Rand Boosts 2 


Karl H. Foesten, former sales 
engineer and sales promotion man- 
ager for the Portagraph and Dexi- 
graph products of Remington 
Rand, Inc., New York, has been 
appointed sales manager of the 
company’s photographic depart- 
ment, succeeding J. M. Migel, who 
has resigned. William P. Southard, 
former sales promotion manager of 
the photo records division and 
photographic department, has been 
appointed sales promotion and 
merchandising director. 
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Capper Publications, Inc. 


Jack Bochner, v.p. of Richard La Pond Advertising, New York, an 
his wife have adopted a baby girl named Alida. . . Maxine Georgett: 
Phillips, an associate editor of Dell Publishing Co., was married Feb. 2) 
to Herbert Furman Storfer, v.p. of Parfums Corday, New York. . . 

John Sudarsky, vice-president and business manager of the Hartfor: 
Courant, and Mrs. Sudarsky will leave in April for a six weeks tri; 
to Europe. .. And Ed Thomas, vice-president and publicity director o 
Geyer, Newell & Ganger, New York, is basking in the sun at the Hote 
Nacional, Havana. . . 

Thomas H. Warnock, editor of the Record, Meriden, Conn., was ver; 
much surprised on Feb. 22 when a special edition was published ir 
honor of his 86th birthday. Plans for the publication had been mad 
for weeks, but Mr. Warnock, one of the Record’s founders, was kep’ 
in the dark about it. . . 

McCall’s director of editorial research, Mills Shepard, seems to bx 
unable to keep his fingers out of trouble. He explains his latest bandaged 
finger as the result of a power saw accident in his home workshop. . 
James Lee Loomis, chairman of the board of Connecticut Mutual Life 
Insurance Co., Hartford, has retired after 40 years’ service with the 
company. He is a director of a number of corporations, including the 
Hartford Courant Co. . . 


SELL-OUT—James G. Conzelman, third from left, account executive of D’Arcy Ad- 

vertising Co., St. Louis, and not so long ago the coach of the Chicago Cardinals, 

pro football team, was headliner at a sell-out meeting of the Advertising Club of 

Louisville, Feb. 25. In the picture (left to right) are: Arthur P. Bondurant, vice- 

president and advertising director of Glenmore Distilleries, a D’Arcy account; 

«Earl Ruby, sports editor, Louisville Courier-Journal; “Jimmy,” and Don Hill, sports 
director of Station WAVE. 


Harrison McClung, v.p. of J. Walter Thompson Co., San Francisco, is 
directing the advanced copywriting class of Golden Gate College School 
of Advertising during the spring semester. Other Thompson execs who 
are assisting with the course are Fred Fidler, Pacific Coast manager; 
Gordon Steedman, senior copy group head, and Rene Weaver, art 
director. . . Russell C. Hobbs, retail ad department manager of Charles 
L. Rumrill & Co., Rochester, N. Y., agency, has joined the faculty of 
McKechnie-Lunger School of Commerce, where he will teach sales- 
manship. . . 

After considerable pressure, Al Leininger, v.p. and ad dir. of Parents’ 
Magazine, was induced to announce the winner of his annual “Merry 
Christmas” contest in which several hundred admen submitted entries. 
Second prize (first prize, a Tucker car, was eliminated because there 
ain’t no Tuckers available) went to W. Hans Alexander, Grant Adver- 
tising, at a dinner at the Chicago Athletic Club. Alex was vacationing 
in the South, however, so his prize, a South American love bird, com- 
pléte with cage and a year’s supply of Birdie-Ration, was accepted for 
him by fellow Grantmen Bob Watson, George McGivern and George 
Bayna, with an assist by L. G. Tremblay, general ad mgr. of Cudahy. . . 

The Cincinnati Enquirer’s publisher, Roger H. Ferger, was one of the 
four professional members initiated by the Ohio State University chap- 
ter of Sigma Delta Chi on March 2. The others were R. Kenneth Kerr, 
general manager of the Lancaster Eagle-Gazette; John D. Raridan, exec. 
editor, Brush-Moore Newspapers, Canton, and William G. Wilcox, direc- 
tor of Ohio State’s public relations bureau. . . 

Robert E. White, general manager of Westinghouse Station KYW, has 
been appointed radio chairman of the annual Salvation Army drive in 
Philadelphia for the second year. . . Catherine C. Lacey of Clements Co. 
has the Philadelphia chairmanship of the annual Advertising Woman 
of the Year contest, an AFA project. . . 

The Saturday Evening Post feature, “That’s Our Boy,” in the Feb. 26 
issue, was authored by Jerry Thorpe, who's on the public relations sta‘! 
of Roche, Williams & Cleary, Chicago. .. Another author is E. W. 
Elmore, public relations director of Burns Cuboid Co., Santa Ana, Cal. 
He has put a refresher course in salesmanship into a small booklet 
called “Wake Up, Brother, Your Adjectives Are Showing,” which he s 
making available at 25¢ a copy, and less in quantity lots. . . 

Members of the Poor Richard Club gave a luncheon a few weeks ag” 
in honor of Charles Blum, president of Charles Blum Advertising Corp . 
Philadelphia, in celebration of his 50 years in advertising. He starte:! 
with the H. I. Ireland Agency, leaving there in 1907 to start his ow 
company, which he has headed ever since. In 1947 he was given th 
Poor Richard silver medal for his record as head of the oldest U. £ 
agency founded and still directed by the same person. . . 

A dinner at the Dorset, New York, honored W. D. Canaday, v.p. c! 
Lentheric, on the occasion of his 30th anniversary in the drug an! 
toiletries field. .. Owsley Brown, chairman of the board of directors / 
Brown-Forman Distillers Corp. and board chairman of the Distille ! 
Spirits Institute, celebrated his 70th birthday Feb. 25 at a party at hs 
home at Avish, Harrods Creek, Ky. . . 

Paul Mowrey, national director of television for the American Broac - 
casting Co., has just returned from a South American vacation. . . 
R. C. Thompson, manager of the export division of Electric Auto-Li 
Co., is on a ten weeks tour of Auto-Lite’s associated manufacturing an / 
selling agencies in Puerto Rico, Brazil and Africa... And A. L. Beye: 
vice-president of Robert Otto & Co., New York, has returned from * 
trip to Puerto Rico, Cuba, Venezuela, Central America and Mexic? 
where he investigated market conditions for the agency’s 36 clients. . . 
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Majority Purchase, 
Serve Frozen Foods 
Often, Survey Shows 


Cuicaco—Frozen foods are pur- 
chased by 76% of the women in- 
terviewed in a nationwide survey, 
while 64% actually serve these 
foods once or more a week, the 
National Wholesale Frozen Food 


Men have decisive opinions on auto- 
mobiles, appliances, liquor, sporting 
goods and clothes. And over a mil- 
lion of ’em buy TRUE every month. 
Because TRUE brings men scoops, 
adventure, sports and “the good life;’ 
TRUE is America’s Largest Selling 
Man’s Magazine! 


_ Send for copy of TRUE, Dept. A3,67 W. 44, N.Y. 


Distributors was advised last 
week. 

The study, in addition, showed 
that more than half of ali fam- 
ilies in income brackets under $2,- 
000 a year are now buying frozen 
foods, while 90% of families with 
incomes of $7,500 and more an- 
nually are steady customers of 
the industry. 

The survey, said to be the first 
of its kind, was based on inter- 
views conducted by Woman’s 
Home Companion in collaboration 
with Quick Frozen Foods. The 
data, based on personal interviews 
with more than 2,400 housewives 
in 34 cities and towns, was pre- 
sented before the all-industry con- 
vention here last week by Ray 
Robinson, director of research for 
Crowell-Collier Publishing Co. 

Major factors governing house- 
wives’ choice of frozen foods, the 
survey revealed, included brand 
name, flavor, price and appearance 
of the package. Vegetables are 
most in demand, followed by 
fruits, fish, poultry and meat. 


Urges Frozen 
Food Industry 
Unity in Drive 


Distributor Spokesman 
Says Premium Prices 
Hurt Sales Potential 


Cuicaco—Frozen foods, with a 
big future ahead of them, need 
advertising and promotion by the 
entire industry as a unit in com- 
peting with canned and fresh prod- 
uce, the industry was told here 
last week. 

In addition, said William M. 
Walsh, president of National 
Wholesale Frozen Food Distrib- 
utors, the industry ought to check 
quality and flavor constantly; make 
all possible improvements each 
year, and price its product within 
a few cents of the canned and 


fresh varieties. 

“Because of our production and 
distribution costs, we’ve been ap- 
pealing mostly to the people with 


higher incomes,” he _ explained. 
“Millions of consumers will pay a 
slight premium for the superior- 
ity of frozen foods...but many 
of them cannot afford to pay to- 
day’s premium.” 


ws The industry itself uses no na- 
tional advertising promoting the 
merits of frozen foods, although 
leading members of the National 
Association of Frozen Food Pack- 
ers advertise their own brands 
extensively, with both national 
and regional campaigns using ma- 
jor media. Mr. Walsh’s remarks 
were addressed to these packers, 
as well as other distributors, re- 
frigerated warehouse operators, 
food brokers, manufacturers of 
preserves and suppliers, at the 
first all-industry convention and 
exposition here March 6-10. 

The packers’ association is em- 
ploying a consumer education pro- 


'gram, publicizing tested ways of 
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phis Newspapers to cover the I!/2 billion 
dollar Memphis Market will find that it's the 
RIGHT combination for the RIGHT results, 
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Majority Purchase, 
Serve Frozen Foods 
Often, Survey Shows 


Cuicaco—Frozen foods are pur- 
chased by 76% of the women in- 
terviewed in a nationwide survey, 
while 64% actually serve these 
foods once or more a week, the 
National Wholesale Frozen Food 


Men have decisive opinions on auto- 
mobiles, appliances, liquor, sporting 
goods and clothes. And over a mil- 
lion of ’em buy TRUE every month. 
Because TRUE brings men scoops, 
adventure, sports and “the good life}’ 
TRUE is America’s Largest Selling 
Man’s Magazine! 


Distributors was advised last 
week. 

The study, in addition, showed 
that more than half of ali fam- 
ilies in income brackets under $2,- 
000 a year are now buying frozen 
foods, while 90% of families with 
incomes of $7,500 and more an- 
nually are steady customers of 
the industry. 

The survey, said to be the first 
of its kind, was based on inter- 
views conducted by Woman's 
Home Companion in collaboration 
with Quick Frozen Foods. The 
data, based on personal interviews 
with more than 2,400 housewives 
in 34 cities and towns, was pre- 
sented before the all-industry con- 
vention here last week by Ray 
Robinson, director of research for 
Crowell-Collier Publishing Co. 

Major factors governing house- 
wives’ choice of frozen foods, the 
survey revealed, included brand 
name, flavor, price and appearance 
of the package. Vegetables are 
most in demand, followed by 
fruits, fish, poultry and meat. 


Urges Frozen 
Food Industry 
Unity in Drive 


Distributor Spokesman 
Says Premium Prices 
Hurt Sales Potential 


Cuicaco—Frozen foods, with a 
big future ahead of them, need 
advertising and promotion by the 
entire industry as a unit in com- 
peting with canned and fresh prod- 
uce, the industry was told here 
last week. 

In addition, said William M. 
Walsh, president of National 
Wholesale Frozen Food Distrib- 
utors, the industry ought to check 
quality and flavor constantly; make 
all possible improvements each 
year, and price its product within 
a few cents of the canned and 


fresh varieties. 

“Because of our production and 
distribution costs, we’ve been ap- 
pealing mostly to the people with 
higher incomes,” he _ explained. 
“Millions of consumers will pay a 
slight premium for the superior- 
ity of frozen foods...but many 
of them cannot afford to pay to- 
day’s premium.” 


es The industry itself uses no na- 
tional advertising promoting the 
merits of frozen foods, although 
leading members of the National 
Association of Frozen Food Pack- 
ers advertise their own brands 
extensively, with both national 
and regional campaigns using ma- 
jor media. Mr. Walsh’s remarks 
were addressed to these packers, 
as well as other distributors, re- 
frigerated warehouse operators, 
food brokers, manufacturers of 
preserves and suppliers, at the 
first all-industry convention and 
exposition here March 6-10. 

The packers’ association is em- 
ploying a consumer education pro- 
gram, publicizing tested ways of 
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phis Newspapers to cover the I!/2 billion 
dollar Memphis Market will find that it's the 
RIGHT combination for the RIGHT results, 
with the winner's wreath plus an extra purse 
of 13c per line optional combination rate 
savings waiting at the end of the home 
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preparing frozen foods in news- 
papers, magazines and radio, and 
with lectures and demonstrations 
by home economists. The economy 
and advantages of using frozen 
foods are promoted to both house- 
wives and commercial users. 

The distributors’ group, with 40 
charter members in 1945, has 
grown swiftly to include 107 full) 
members and 50 associates whc 
handle two-thirds of the retai) 
distribution of frozen food 
throughout the country. It has 
been building up an educationa! 
fund for publicity and advertis- 
ing, with distributor contributions 
at the rate of 1¢ per dozen pack- 
ages. 


# In trying to develop joint mer- 
chandising activities, said Mr 
Walsh, the distributors’ group has 
been endeavoring “to carry the 
ball ourselves down to retailers 
and consumers,” but “we need 
the concerted teamwork, the 
power and drive that only a 
united industry program can give 
us.” The frozen food retailer, he 
added, is still “a very weak link 
in the chain of knowledge about 
our products.” 

The program, he said, should in- 
clude plenty of retail promotion 
literature, men working actively 
at the store level, and a united, 
well-planned program of both re- 
tailer and consumer education. 

In its drive to secure fair prac- 
tices, the distributor organization 
is battling against one-sided con- 
tracts, sub-standard merchandise 
and variance in inspection reports, 
Mr. Walsh said. Several eastern 
packers finally have agreed, he 
reported, to do away with con- 
tracts under which the distributor 
must bear the brunt of financing 
purchases and carrying the load 
until the products are sold. 


a Mr. Walsh said he cannot under- 
stand “how packers can hack away 
at the very roots of their sales 
by trying to short-cut the dis- 
tributor through direct sales to 
chain stores.” This is a compara- 
tively new trend and one that 
should not grow, he _ declared, 
adding: “I cannot believe that 
anyone who can read the history 
of sales and distribution in other 
allied food fields will believe that 
these direct sales are saving any- 
one money.” 

The chains, he said, often can- 
not handle the large quantities and 
varieties required of a wholesaling 
business; secure the proper as- 
sortment of products; carry the 
wholesaling costs; keep persona! 
contacts with stores, and pay at- 
tention to many other incidental 
factors. 


a Fred S. Becker, retiring pres- 
ident of the National Association 
of Frozen Food Packers and con- 
vention chairman, urged establish- 
ment of over-all industry com- 
mittees to attack mutual problems 
and direct research on production, 
merchandising, containers, etc. To 
achieve its great potential, he said, 
the industry must be both aggres- 
sive and competitive; quality must 
be improved constantly, and cost 
factors must be kept in line with 


WANTED 
BUSINESS PAPER 
ADVERTISING MANAGER 


Not over 45 years of age. Must be 
able correspondent with space sell- 
ing experience. Competence to 
manage branch sales managers and 
originate research and promotion 
for a group of successful business 
papers is a requirement. Future as 
assistant publisher. State fully ex- 
perience, salary requirements and 
furnish necessary details such as ref- 
erences and family status. Reply to 
Box 7299, ADVERTISING AGE, 100 
East Ohio Street, Chicago 11, Ill. 
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the consumer’s ability to pay. 

Watson Rogers, president, Na- 
tional Food Brokers Association, 
suggested that brokers’ advisory 
committees might be helpful to 
packers in deciding on their mer- 
‘handising and advertising pro- 
grams. That advisory system has 
ilready worked well with other 
food manufacturers, he pointed 
out. 

Many members of the preserve 
industry believe that the quality 
»f cold pack fruit delivered to pre- 
servers “has suffered as the de- 
mand for quick frozen fruits in 
consumer packages has grown,” 
T. N. St. Hill, president, National 


Preservers Association, told the 
convention. 
These manufacturers, through 


the Preserve Industry Council, ad- 
vertise their preserves, jams and 
jellies nationally on a consistent 
basis, a fact which led Mr. St. Hill 
to observe: “Members of our in- 
dustry have spent hundreds of 
thousands of dollars in recent years 
attempting to sell the American 
housewife on the use of manufac- 
tured fruit spreads, but it is money 
wasted if the product she finds on 
the grocer’s shelf is not as good 
as she herself can make.” 


a The preserve industry doesn’t 
intend to dictate how the frozen 
food industry labels its merchan- 
dise, he said, but “it is absolutely 
essential that bulk packages for 
industrial use be so labeled that 
the preserver using them will 
know the exact contents in order 
to comply with his own industry’s 
standards of manufacture.” 

Edward J. White, director of 
the first all-industry assembly, 
reported that 1948 production of 
frozen foods amounted to 1,125,- 
000,000 pounds, approximately | 
120,000,000 pounds more than in 
1947. Fruits and vegetables ac- 
counted for 66% of the total, 
which was divided this way (in 
millions of pounds): fruits, 375; 
vegetables, 370; sea foods, 160; 
poultry, 135; fruit juices, 30; pre- 
cooked and specialty items, 30, and 
meats, 25. 

Frozen orange juice concentrate 
has increased tremendously in 
sales during the past six months 
and Ambrose E. Stevens, vice- 
president, Vacuum Foods Corp., 
New York, predicted optimisti- 
cally that sales of this one product 
alone eventually “will equal or 
exceed the sales of all other fro- 
zen foods added together.” The 
quick frozen concentrated orange 


(Advertisement) 


Getting Ahead in Business 


juice was first marketed on a 
commercial scale only two years 
ago. 


® Armour & Co. is undertaking 
another cooperative venture, it 
was disclosed at the exhibit last 
week, with the announcement that 
it will pack a complete quick fro- 
zen, table-dressed poultry line to 
be marketed in the New York area 
through distributive facilities of 
Seabrook Farms Co. In a similar 
two-company, two-trademark ar- 


rangement, Armour and Gerber 
Products Co. started marketing a 
baby meat line late in 1947, and its 
success is said to have prompted 
the new test. 

The new poultry items, pack- 
aged under a Seabrook Farms- 
Armour Cloverleaf label, are ex- 
pected to go on the market April 
1. Seabrook Farms, a quick freeze 
pioneer, merchandises frozen vege- 
tables and fruits in the north- 
eastern United States through dis- 
tributors’ warehouses and a fleet 


of zero temperature trucks. Ad- 
vertising in the New York area is 
expected to support introduction 
of the new Seabrook-Armour line. 

A. J. Rogers, Cherry Growers, 
Inc., Traverse City, Mich., was 
elected president of the National 
Association of Frozen Food Pack- 
ers, succeeding Mr. Becker Other 
officers include E. J. Watson, 
Pictsweet Foods, Inc., Mt. Vernon, 
Wash., Ist vice-president; and G. 
O. Bailey, Birds Eye-Snyder divi- 
sion, General Foods Corp., New 


Mr. 


York, 
Walsh and all other officers of 


2nd_ vice-president. 


the national distributors’ group 
were reelected to new terms. 


—- BURBANK CALIF. — 


Population 80,458 
AN “A” MARKET DESERVES 
AN “A” SCHEDULE... BUR- 
BANK HAS EVERYTHING 


BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 


Est. 1908 


‘homas Erwin, who has been named 

ce-president, director and general 
! anager of the Chicago office of Ab- 
b tt Kimball Co., Inc. Mr. Erwin is a 
' gular reader of the Wall Street Jour- 
nl. He and 23,508 other Vice-Presidents 
the American business scene, coast 
\ coast (of a total audience of 233,641 
b\ siness leaders) are aided in making 
thir decisions by reading America’s 
ory national business daily. 


bring your 


layouts to life: 


print on... HUDSON GLOSS 


Already printers are demanding HUDSON GLOSS — the newest 


International Mill Brand printing paper! Here’s a real economy value 


in a process-coated book paper. It performs exceptionally well 


on flat-bed or rotary presses; in single or multi-color printing 


(using 110-120 screen halftones) of catalogs, broadsides, booklets and 


other advertising literature. International Paper Company, 


220 East 42nd Street, New York 17. N. Y. 


INTERNATIONAL PAPERS 


for Printing and Converting 
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To make sales tick in Chicago, get a close-up of the big 
part of Chicago that’s yours in the Herald-American. 


: 
For example, if the main-spring of your business is selling to 
women, notice how perfectly the Chicago Herald-American ; 
is geared to your market! 
So that you can see exactly who your advertising reaches and 
sells, the Herald-American offers a complete break-down of 
: its readership showing age, sex, family status and employment. 
-*757,750 YOUNG ACTIVE WOMEN = 
ye HERE IS A CLOSE-UP OF THE CHICAGO HERALD-AMERICAN’S BIG WOMEN’S MARKET 
> 
= 
if *757,750 Women in Metropolitan Chicago read the *1,000,401 Women in Metropolitan Chicago read the Sunday 
Bree HERALD-AMERICAN. Herald-American. 
» i 
 e 38.8% of ALL women in Metropolitan Chicago 51.3% of ALL women in Metropolitan Chicago read 
iF read the Herald-American (15 years of the Sunday Herald-American (15 years of age 
~ age and over). and over). 
f. 2 ne a Sa mm 
43.5% of ALL WIVES in Metropolitan Chicago 54% of ALL WIVES in Metropolitan Chicago read the 
read the Herald-American. Sunday Herald-American. 
These figures are from a recent survey made by Alfred Politz Research Inc., which shows that Chicago Herald-American women readers 
are younger, buy for larger households, and live in homes having a higher median rent than the average for Metropolitan Chicago. 
For a close-up of the big part of Chicago that can be yours, write for a copy of “Characteristics of Chicago Herald-American Readers.” 
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’ Commerce Asks Aid 
for New ‘Market 
Research Sources’ 


WASHINGTON—The Department 
of Commerce has appealed to ad- 
vertising agencies and other bus- 
iness firms to assist in the pre- 
paration of a 1949 edition of “Mar- 
ket Research Sources,” a book de- 
signed to provide up-to-date in- 
formation about marketing re- 
search activities of public and 
private agencies. 

Published biennially since 
1926, “Market Research Sources” 
was suspended in 1940. It has 
been revived at this time in re- 
sponse to a current demand from 


ALMANACS! CALENDARS! 
(Used Daily Throughout the Year) 
PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S. and 
coretge Countries — Astronomical and 
Astrological Data, Weather Forecasts, 

Planting and Fishing Tables, Etc. 
HART WRIGHT CO. 
Penn Yan, New York 


business men for information use- 
ful in setting up marketing pro- 
grams, the department said. 

Questionnaires have been sent 
to several thousand firms listed in 
previous editions of “Market Re- 
search Sources.” H. B. McCoy, di- 
rector of the Office of Domestic 
Commerce, hopes that advertising 
agencies and other organizations 
will supply new leads to many re- 
cently developed sources of mar- 
keting information. 


BBDO Names Four V. P.s 


Batten, Barton, Durstine & Os- 
born has elected the following 
vice-presidents: Paul Markman 
and Bayard Pope Jr., account 
group heads in New York; Harry 
P. Vieth, account group head in 
Pittsburgh, and Thomas A. Dil- 
lon, account executive in Los An- 
geles. 


Wiard Names Colenski V. P. 


Harold J. Colenski, formerly an 
assistant sales manager of Crucible 
Steel Co. of America, has been 
nameu vice-president in charge of 
sales of Wiard Plow Co., Batavia, 
, ay 


FEBRUARY BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by /ndustrial Marketing, must not be quoted or reproduced 


without written permission. 


have standard 7x10-inch type page. 


Industrial Group 
Aero Digest 
American Builder 
American City 
American Dyestuff Reporter. 


95 


American Machinist (bi-w.). * '*368 


American Printer ........-- 
Analytical Chemistry 
Architectural Record 
Automotive Industries 
(semi-mo.) 
Aviation Maintenance 
Aviation Week 


Brewers’ Digest 
Brick & Clay Record........ 
Bus Transportation 
Butane-Propane News 

(4M wz CFG). cccccccccces 
Canner (w.) 
Ceramic Industry 
Chemical & Engineering 

News (w.) 
Chemical Engineering 
Chemical Industries 
Chemical Processing 

Preview 
Civil Engineering 
Coal Age 
Commercial Car Journal.... 
Construction Digest (bi-w.) . 
Construction Methods 
Constructor 
Contractors & Engineers 
* Monthly (9% x 14)....... 
Dairy Record 


*41 


DESIGNED TYPOGRAPHY 


airfield 


possesses individual charm and beauty, 


an invitation to be read. 


From the pen of the contemporary Rudolph Ruzicka, 


eminent typographer and designer. 


... for individuality 


and correct interpretation 


to fit every layout... 


monsen 


CHICAGO . . 


22 East Illinois Street 


LOS ANGELES . . . 928 South Figueroa Street 


Design News 
Diesel Progress (9 x 12).... 
Distribution Age 
Drug & Cosmetic Industry. . 
Electric Light & Power.... 
Electrical Engineering 
Electrical Construction & 
FEET TEE 
Electrical South 
Electrical West 
Electrical World (w.) 
Electronics 
Engineering & Mining 
Journal 


eee eee ee 


0 eer er 
Excavating Engineer 
Factory Management & 

Maintenance 
Fire Engineering 
Fleet Owner 
Food Industries 
Food Packer 


Wes coches oh en es € 
Gas Age (bi-w.)......... 
Heating, Piping & Air 
Conditioning 
Heating & Ventilating...... 
Ice Cream Review.......... 
Industrial & Engineering 
Chemistry 
Industrial Finishing 
ss |e 
Industry & Power.......... 
Inland Printer 
Se ME EDs sedavccece 
Machine Design 
Machine & Tool Blue Book 
ou 8 ee 
Machinery 
Manufacturers Record 
Marine Engineering & 
Shipping Review 
Mass Transportation 
Materials & Methods........ 
Mechanical Engineering .... 
Mechanization ............. 
Metal Finishing 
Metal Progress 
Milk Dealer 
Milk Plant Monthly......... 
Mill & Factory............. 
Mining Engineering 
Modern Machine Shop 
. - Ya 
Modern Packaging 
Modern Plastics 
Modern Railroads 
National Butter & Cheese 
Journal 


SUP 42 ches eebbiscscense 
National Provisioner (w.).. 
National Safety News...... 
Oil & Gas Journal (w.)..... 
Operating Engineer ........ 
Organic Finishing 
Packaging Parade (9% x 12) 
Paper Industry & Paper 

World 
Paper Mill News (w.)...... 
Paper Trade Journal (w.).. 
Petroleum Engineer 
Petroleum Processing .... 
Petroleum Refiner 
Pit & Quarry.. slob och 
Plant Engineering ......... 
Plating 
Power 
Power Generation 
Practical Builder 
Printing Magazine ....... 
Product Engineering ....... 
Production Engineering & 

Management 
Products Finishing 


Purchasing 
Quick Frozen Foods & the 
Locker Plant 
Railway Age (w.).......... 
Railway Engineering & 
Maintenance 
Railway Mechanical Engineer 
Railway Purchases & Stores. 
Railway Signaling 
Roads & Streets.......... 
Rock Products 
Sewage Works Engineering. 
Shears 
Southern Lumber Journal... 
Southern Power & Industry 
Steel (w.) 
Supervision 
Telephone Engineer .. 
Telephony (w.) 
Textile Industries 
Textile World 
Timberman 
Tool & Die Journal 
.% t. 0 See 
Tool Engineer 
Traffic World (w.)......... 
Water & Sewage Works.... 
Water Works Engineering. . 
Welding Engineer 
West Coast Lumberman.... 
Western Canner and Packer. 
Western Construction News. 
Western Industry 
Wood Worker 
Woodworking Digest 
(4% x 6%) 
World Oil 
World Petroleum ...... 


Total 


Trade Group 


| Air Conditioning & 


Refrigeration News (w.) 
to, So eer 
American Artisan 
American Druggist 
American Lumberman & 
Building Products Mer- 
chandiser (bi-w.) 
Boot & Shoe Recorder 
(semi-mo.) 
Building Supply News .... 
Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions ....... 
General Merchandise— 
Variety Store Editions. 
Grocery Editions 


seen eee 


| Department Store Economist 


Domestic Engineering .... 
Electrical Dealer 
Electrical Merchandising 

(9x12) 


eee eee eee eee 


Electrical Wholesaling..... 


'§*212 


*160 
*100 
33 


1*148 


182 
115 


Unless otherwise noted, all publications are monthlies and 
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Pages 
1949 §=1948 
Farm Equipment Retailing. 139 £9 
Farm Implement News 

| See *201 ded OP 
Fueloil & Oil Heat ........ 68 105 
Geyer’s Topics ....... 90 
SS En 26 { 
Hardware Age (bi-w.) 1332 35) 
Hatchery & Feed ......... 38 
Hosiery & Underwear 

EEE sdvbshochs acs 7 116 182 
Hosiery Industry Weekly .. 1106 120 
Implement & Tractor 

Pt Siesvicesoua sent 1189 189 
Implement Record ........ 71 "4 
Industrial Distribution .... 193 198 
eis Wiens wade obs 104 103 
Jewelers’ Circular-Keystone 199 235 
Leather & Shoes (w.) .... 41985 4§*])0 
Lingerie Merchandising ... 75 78 
Liquor Store & Dispenser. . 40 55 
EE EE ey Se ys ee 151 173 
ee eae 108 107 
Motor Service ......... 140 160 
NJ (National Jeweler} 

CURED dnc 60000000 189 223 
National Bottlers’ Gazette. . 93 125 
National Furniture Review. 80 l 
Office Appliances = 156 158 
Photographic Trade News. 56 1 
Plumbing & Heating 

Se kk 6 o.exgs 6 86 69 
Plumbing & Heating 

” ae *64 74 
Plumbing & Heating 

WEE nds ve cecsoses 34 $1 
Poultry Supply Dealer.... *30 *3 
Progressive Grocer - 155 171 
Sheet Metal Worker ...... *70 ®7% 
Southern Automotive 

a BRE ee 118 119 
Southern Hardware ....... 135 123 
Sporting Goods Dealer..... 192 209 
OE EERE re 256 72 
Super Market 

Merchandising ...... *106 *117 
Variety Merchandiser ..... ®97 91 
Wood Construction & 

Building Materialist ..... 40 36 

a ee 5,833 6,327 

Class Group 
Advertising Age (w.) 

i oa 4173 193 
American Funeral Director 166 65 
American Hairdresser ..... 50 52 
American Restaurant ..... 88 98 
Banking (7x10 3/16) ..... 80 78 


Casket & Sunnyside ...... 76 55 
Chain Store Age 
Fountain Restaurant 


Combinations ......... 29 34 
Cleaning & Laundry World. 42 47 
Se s,s n tess 107 111 
Fountain Service ......... 50 51 
Hospital Management .... 69 76 
Hotel Management ........ 90 91 
SS Pree 54 54 
Hotel World-Review (w.) 

EE Sie i webs ¢.0 5 0 4 1*34 *39 
Industrial Marketing ...... $97 83 


Institutions Magazine 
(10%x138%) 

Journal of the American 
Medical Association (w.) 


Laundry AGO .....0ss0: 71 
Medical Economics 

SE Ee Pee 110 123 
Modern Medicine 

(semi-mo.) (414,x6%) 2114 148 
Nation’s Schools ......... 80 85 
Oral Hygiene 

(4 5/16x7 3/16) ..... ea 132 129 
Restaurant Management .. 66 79 
Scholastic Coach ...... * 134 39 
School Executive—School 

Equipment News ....... 63 68 
School Management 

(9%x11%) ...... 26 265 
What's New in Home 

Economics ......... 118 126 

OEE welder 2.203 2,311 


Export Group 
American Automobile 


(overseas edition) 136 + 
American Exporter 

(two editions) 166 214 
American Exporter 

Industrial (two editions) 125 147 
Automovil Americano ..... 165 71 
Caminos y Calles ......... 29 30 
Farmaceutico ............. 42 43 
Hacienda (two editions) 116 122 
a EEE oneéa ki a0 0 14 12 
Ingenieria Internacional 

Construccion ..... - 56 65 
Ingenieria Internacional 

ere ; 81 101 
McGraw-Hill Digest 26 15 
Petroleo Interamericano .. 66 a.) 
Pharmacy International 18 iD 
Revista Aerea Latino- 

rr 11 16 
Revista Rotaria P 7 6 
Spanish Oral Hygiene 

(4 6/16x7 3/16) ...... $1 57 
Textiles Panamericanos ; 58 62 

Total 1,141 1,075 


$Includes a special issue. 
*Includes classified advertising. 


7 x 10 units, sold as pages. 


! Estimated. 

* Two issues. 

’ Three issues. 

‘Four issues. 

© Formerly Syndicate Store Merchandiser. 

7 Second issue. Mining Engineering replaces 
Mining & Metallurgy. 


Timm Joins ‘La Hacienda’ 


Walter H. Timm, former man 
ager of the international divisio 
of Kaiser Fleetwings Sales Corp. 
has been appointed circulatio: 
manager of the export magazine:, 
La Hacienda and A. Fazenda, Ne\’ 
York. 


Hull Joins Orr Agency 


H. S. Hull, for the past 11 yeas 
associated with the Toronto an! 
Winnipeg offices of McKim Ac - 
vertising Ltd., has joined Wm. ! . 
Orr & Co. as an account executiv . 


Appoints Patten to Ad Statf 
Raymond B. Patten has joine | 


7|the advertising staff of Farm In - 


plement News, New York. 
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Business Paper Ad 
Volume Down 3.2% 


in February Issues 


Cuicaco—Although export pub- 
lications registered a gain for the 
month, advertising in February is- 
sues of business papers was off 
3.2%, compared with volume of a 
year ago, according to the month- 
ly tabulation by Industrial Mar- 
keting. The export group had 
shown a loss of 22.2% in January. 

In all, 237 publications carried 
a total of 25,610 pages of adver- 
tising in February, compared with 
26,428 pages a year ago. Com- 
bined January-February volume 
amounted to 51,161 pages, 5.4% 
less than the 53,911 pages for the 
two-month period in 1948. 

In the industrial group, 141 pub- 
lications reported a total of 16,- 
433 pages for February, compared 
with 16,712 pages a year ago, a 
1.7% decline. Volume for the two 
months amounted to 32,072 pages, 
3.6% less than the 33,253 pages 
last year. 


s Fifty-three trade publications 
carried 5,833 pages in February, 
compared with 6,327 pages a year 
ago, a drop of 8.5%. For the two- 
month period, volume totaled 12,- 
284 pages, 8.3% less than the 13,- 
298 pages of a year ago. 

In the class group, 26 publica- 
tions reported a total of 2,203 pages 
for February, compared with 2,- 
311 pages a year ago, for a 4.9% 
loss. January-February volume 
was 4,307 pages, 4% less than the 
4,480 pages for the two-month 
period of ’48. 

Seventeen export publications 
ran 1,141 pages in February, 5.8% 
more than the 1,078 pages a year 
ago. For the two months, how- 
ever, this group is off 15.3% in 
volume, with 2,498 pages com- 
pared with 2,880 pages in ’48. 


Studies Auto Expenses 


Dartnell Corp., Chicago, has pub- 
lished a special report, “How 300 
Sales Executives Handle Auto- 
mobile Expenses,” covering both 
owned-fleet operations and remu- 
neration of owner-salesmen. The 
volume is priced at $7.50. 


Riviera Names Hilton 


Riviera Packing Co., Eastport, 
Me., distributor of canned sardines 
and seafood specialities, has ap- 
pointed Peter Hilton, Inc., New 
York, to handle its advertising. 


WILL YOUR NAME 
BE REMEMBERED 


Place your name and business on a GITS 
Quality Plastic Product, assuring a con- 
stant and friendly reminder of your serv- 
ices . . . an inexpensive but practical 
means of never letting them forget you. 


Gits Knife, finest steel 4-in-1 
blade, one hand operation, 
safe-locks in 5 positions for 
variety of uses—imprinting 2 
or 3 lines in gold, silver or col- 
or, Lustrous colored handles. 
Gits Razor-Nife with or with- 
out gold colored key chain, 
a razor blade with a safety 
handle, refillable, assorted 
colors, Imprinting 2 or 3 
lines, Lasting reminder, 


Gits Flashlights—Yes, the 
famous unbreakable plastic 
“Mile of Light” flashlights, the 
No. 100 ''Plastic Eye"’ 
(straight) model or the No. 
122 “Super Right Angle” 
with belt clip. Lustrous col- 
Ors, stunning design, pre- 
focused with nickel plated 
solid brass reflector. Shatter- 
proof lens. Memory-wise, the 
last word in thoughtfulness. 


Ask your favorite specialty jobber to 
show you the long line of GITS Quality Plastic Products, 
or write direct 


4600 W. HURON ST., CHICAGO 44, ILL. 
Manufacturer of the famous Gits Savings Banks, 
Games, Letter Openers, Key Holders, Poker Chips, 

Stir Sticks, Etc. 
CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Toronto 


Magna Sponsors TV Show | 


Magna Engineering Corp., San | 


Francisco, manufacturer of the 
Shopsmith multiple power tool, 
has signed to sponsor Walt’s Home | 
Workshop, handicraft television 
program, on Station WNBQ, Chi- 
cago. The program is heard Mon- 
days, 7-7:30 p.m., CST. J. Walter 
Thompson Co. is the agency. 


WENR-TV Sales Soar 


Station WENR-TV, ABC’s Chi- 
cago video outlet, “has accounted 
for $200,000 in new business” in 


the past month, according to Roy 
McLaughlin, manager. It is first of 
three Chicago TV stations planning 
to telecast Chicago Cubs ball games 
next summer to sign a sponsor 
for the games (Goebel Brewing 
Co.). 


Starts Fudge Mix Drive 


Vi-Tone Products Ltd., Hamil- 
ton, Ont., is promoting its new 
fudge mix in metropolitan news- 
papers, weekend papers and trade 
publications. J. J. Gibbons Ltd., 
Toronto, is the agency. 


Join ‘Scientific American’ Greene, formerly with the First 

Paul Hampden, former eastern | Three Markets Group, have joined 
advertising manager of Atlantic|the advertising staff of Scientific 
Monthly, New York, and Marshall | American, New York. 


It is not the far-flung countryside, 


but the vital Los Angeles A. B. C. City and 


Retail Trading Zones that constitute 


the nation’s third largest and richest market. 


Within this vital forty mile radius the 
Herald-Express reaches many thousands more 
families than any other daily newspaper. 


No polls, projections or charts are 


needed to prove that the Herald-Express 


is the ‘anchor’ paper for any 


advertising campaign planned to sell 


goods in this major market. 
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‘Ware Appoints Golden 


Maurice J. Golden, formerly 
sales manager of Willys-Overland, 
has been named general sales 
manager of Ware Laboratories, 
Inc., Miami, Fla., manufacturer of 
Ware aluminum windows and in- 
sulating board. 


Cosse Appointed A. M. 

Clayton J. Cosse, formerly with 
Joseph Hershey McGillvra, Inc., 
New York, has been named busi- 
ness and advertising manager of 
the Record, North DeKalb, Ga., and 
News, Norcross, Ga. 


CLYDE J. HIBLER 


Consultant 


TECHNICAL WRITING 
Catalogs, Publicity 
Training Manuals 


30 W. Washington Street ¢ j 
ANdover 3-5997 Chicago 2, Ill. “° 7 "ra0* 


Caplin Quits Parents’ 
to Head Comics Group 


Elliott A. Caplin, assistant to 
the president of Parents’ Institute, 
New York, has resigned to form his 
own publishing 
company, Toby 
Press. He was 
publisher of Par- 
ents’ junior mag- 
azines, Calling 
All Girls, Varsity, 
and True Comics. 

Toby Press will 
be located at 17 
E. 45th St., New 
York, and its ini- 
tial publications 
will be Li’l Abner 5 
and The Shmoo, Elliott Caplin 
creations of Mr. Caplin’s brother, 
Al Capp. 


Joins Clark & Rickerd 

Robert J. Terbrueggen has been 
named director of media of Clark 
& Rickerd, Detroit. 


Crosby Urges 
Auto Industry 
to Get into TV 


Detroit—The automobile in- 
dustry was advised to get into 
television as deeply as possible 
by John Crosby, radio columnist 
and New York Herald Tribune 
critic, in an address before the 
Detroit Economic Club. 

“The automobile industry made 
a lot of mistakes in radio,” said 
Crosby. “As far as I can see, the 
industry never quite made up its 
mind whether it wanted to get 
into radio or stay out.” 

This characteristic restlessness 
of the auto industry which caused 


it to get into radio and duck out 
many times was severely criti- 
cized by Crosby as the wrong 
way to handle radio sponsorship. 

“Experience has shown,” he 
said, “that the greatest results 
have been achieved in radio by 
latching onto a program and hang- 
ing onto it forever [but] the auto 
industry, on the other hand, picked 
up programs and dropped them 
into somebody else’s laps.” 


ws The lone exception, he said, 
was that of Chrysler and the late 
Major Edward Bowes, with the 
“Amateur Hour” show: “It wasn’t 
worth all that fuss, but anyway 
the major told people to go out 
and buy Chryslers and damn if 
they didn’t.” 

“The auto industry’s experience 
in radio should provide a valuable 
and expensive lesson in how to 
handle and not to handle tele- 


NYONE IN TACOMA can tell you about this 


Washington mountain. It’s as familiar as ABC in Tacoma 
where 80% of the radio families listen regularly to the 
Coast’s most powerful network. In 42 Coast towns (and 
97 counties) ABC has at least 50% BMB penetration. 


AN YOU NAME what kind of fruit is almost as num- 
erous as ABC listeners in Watsonville, California? These 
blossoms should give you a clue. And to reach Watson- 
ville’s radio families, take your cue from BMB which 


proves 84° 


% of them listen regularly to ABC. 


Outside 


markets or inside, big or omall— ABC delivers them all. 


KEY 
A—Mount Rainier 
B—Sutter’s Fort 
C—Apples 


AB 


4 


ee 


i OOM-DAY MEMENTOS from 1849 are preserved 
in this landmark, as familiar to Sacramentans as the ABC 
spot on the dial. To hit a 1949 bonanza in Sacramento, 
switch to ABC. Even before KFBK boosted its power 
to 50,000 watts, BMB said ABC reached 89% of Sacra- 


mento’s radio families. 


On the coast you cant get away from 


ABC 


FULL COVERAGE... ABC’s 


improved facilities have 


boosted its coverage i 95.4% of ALL Pacific Coast radio 
families (representing 95% of coast retail sales) in coun- 
ties where BMB penetration is 50% or better. 


IMPROVED FACILITIES... ABC, the Coast’s Most Pow- 
erful Network, now delivers 227,500 watts of power— 
53,500 more than the next most powerful network at 
night. This includes Four 50,000 watters...a 31% in- 
crease in facilities during the past year. 


LOWER COST...ABC brings you all this at only $1,275 
for a night-time half-hour. No wonder we say—whether 
you're on a Coast network or intend to be, talk to ABC. 


GREATER FLEXIBILITY...You can focus your sales 
impact better on ABC Pacific. Buy as few as 5 stations, 
or as many as 2]—all strategically located. 


THE TREND TO ABC...The Richfield Reporter, oldest 
newscast on the Pacific Coast, moves to ABC after 17 
years on another network, and so does Greyhound’s 
Sunday Coast show—after 13 years on another network. 


PACIFIC NETWORK 


New York: 30 Rockefeller Plaza - Clrcle 7-5700—Detrorr: 1700 Stroh Bldg. - CHerry 8321 


DElaware 1900—Los ANGELES : 6363 Sunset Blvd. - HUdson 2-3141—San Francisco: 155 Montgomery St. 


—Curcaco: 20 N. Wacker Dr. 
+ EXbrook 2-654 


Advertising Age, March 14, 1949 
vision,” Crosby declared, but he 
warned the industry not to get 
into television unless it is on a 
permanent basis. “I think cars can 
be sold on television. If you can’t 
sell a car on television—where you 
can show it, demonstrate it, and, 
as it were, put the customer right 
in the front seat—then I don’t 
know where you can sell it.” 

Crosby said he didn’t know why 
the future of television is sup- 
posed to be a great and profound 
mystery. He pointed out that it 
has the past experience of the ra- 
dio, the theater and the movies to 
guide it. He told his overflow 
audience that it would be a mis- 
take to let their thinking about 
television be influenced by the 
popularity or unpopularity of the 
shows now on the air. “The motor 
industry,” Crosby said, “can, if 
it’s sensible enough and stubborn 
enough, mold the thinking on tele- 
vision rather than be molded by 
it.” 


ws There are difficulties ahead for 
the dramatic shows, Crosby said, 
and he cited the limited supply of 
suitable plays, increasing costs of 
TV rights, settings, costumes, ac- 
tors and stage hands, and station 
and network time. The play pro- 
duced today for $22,000 may well 
cost $60,000 in a few years, Crosby 
predicted. 

“An auto sponsor should keep 


‘| these two factors in mind,” Crosby 


said. “First, the greatest returns in 
radio and almost certainly in tele- 
vision will come from a program 
that has been on the air a long 
time at the same hour and on the 
same network. 

“Second, sponsorship of a dra- 
matic series is somewhat risky 
since it may become too expensive 
to justify any conceivable return 
in sales. Nevertheless, if you take 
that risk into account, these dra- 
matic shows are what I like to 
think of as the sort of show you 
should sponsor. 

“The auto industry, in the minds 
of the public, has an awe-inspiring 
grandeur that is beyond price and 
which you cannot afford to lose. 
Consequently, any program you 
sponsor must be characterized by 
a certain amount of dignity—no 
matter how many cars it sells, the 
show should have dignity or you 
can’t afford to be associated with 
_ 


RCA Adds ‘New Yorker’ 


RCA Victor division, Camden, 
N. J., has added The New Yorker 
to its magazine list which includes 
Collier’s, Life, Look and The Sat- 
urday Evening Post. Testimonials 
on the performance of RCA tele- 
vision receivers will highlight The 
New Yorker series of 26 ads. Ads 
will be in black-and-white, two 
columns wide and five inches deep. 
J. Walter Thompson Co. handles 
the account. 


KFMB-TV Joins CBS-TV 


KFMB-TV, San Diego, has 
signed an affiliation agreement 
with CBS-TV, bringing that net- 
work’s total number of stations 
to 29. Due on the air May 15, 
KFMB-TV previously was affil- 
iated with ABC. 


PLAYTHINGS 


Tae! 


* ONLY ABC Toy Publication! 
© 46 Years... the OLDEST! 


* Carries MORE ADVERTISING 
by More Individual 
- Advertisers! ay 


AMERICA’S No. 1 Toy Publication 


_ McCREADY PUBLISHING CO. _ 


71 West 23rd St. New York 10. N. Y. 
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SATIN-GLO—Tek Hughes, Inc., New York, 
is introducing a new Satin-Glo line of 
brushes of non-transparent material in 
pink, blue and white. The line includes 
infants’, older girls’ and= women’s brush 
and comb sets, as well as bath, hand 
and complexion brushes packaged in 
black and silver boxes. 


Lan-O-Sheen Stops 
Fair Trading: Opens 
Ad Test in 5 Cities 


St. Paut—Lan-O-Sheen, Inc., 
which has just stopped fair trad- 
ing its Lan-O-Sheen cleanser and 
reduced prices on it, this week 
launches an important test cam- 
paign using large-space editorial- 
type ads. 

The test will also serve as one 
of the company’s biggest spring 
housecleaning drives. Markets on 
the list for the experiment are 
Minneapolis, St. Paul, Milwaukee, 
Des Moines and St. Louis, and 
there will be “local campaigns” 
of 1,000-line ads in 14 other cities 
in Minnesota, Iowa and Wiscon- 
sin. 

Seven-column by 300-line news- 
paper ads will run in the major 
markets March 15 and 17 and 
April 19 and 21. There will be 
daily radio spots in the five cities, 
participation on WTCN’s “Hawf 
and Hawf” show in Minneapolis, 
and animated outdoor signs in 
Milwaukee. 

R. D. Appleton, advertising man- 
ager, announced that future plans 
for Lan-O-Sheen will be decided 
in mid-May. Many changes are 
planned as to advertising, mer- 
chandising and expansion, he said. 
Distribution of the cleanser now 
is in eight states from the Dakotas 
and Montana to Missouri 
Oklahoma. 

The product has retailed at 
$1.75, $1 and 50¢ but henceforth, 
under a 30% price reduction to 
wholesalers, will sell at about 
$1.25, 70¢ and 35¢. 

Melamed-Hobbs 
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Ricketts Lectures At NYU 


William B. Ricketts, formerly di- 
rector of the Ayer Foundation, 
N. W. Ayer & Son, Philadelphia, 
has been named a lecturer in the 
marketing department of New 
York University’s School of Com- 
merce, Accounts and Finance. 


‘Nowadays’ Names Tyson 


John M. Tyson Jr., formerly 
manager of the Weekly Newspaper 
Bureau, has been appointed mer- 
chandising manager of Nowadays, 
Chicago. 


Two Name Sturges Agency 


Sturges & Associates, San Carlos, 
Cal., has been retained to direct the 
advertising of Pacific Greenhouse 
Mfg. Co. and Pacific Household 
Products, Inc., both in Redwood 
City, Cal. 


Resigns Publication Account 


Duncan Scott & Co., San Francis- 
co publishers’ representative, has 
resigned the account of Progressive 
Architecture, New York. The firm 
is now representing Architectural 
Products, Los Angeles. 


To Chambers & Wiswell 

Whiting Milk Co. has appointed 
Chambers & Wiswell, Boston, to 
direct its advertising. Newspapers 
and radio will be used. 


Appoints Wheaton 


New Wheaton has been 


ap- 
inted art director in the San 
rancisco office of Brisacher, 
Wheeler & Staff. 
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%* How does it feel to be a 100-year-old farm paper? 
Looking back, there’s a sense of well-rounded maturity 
and judgement that only a century of experience could 
provide. There’s a feeling of deep-rooted satisfaction and 
pride in having pioneered many of the advancements 
that helped to make Wisconsin the nation’s leading dairy 
state. Well-seasoned though we may be in years, how- 
ever, it is with the future, not the past, that we are pri- 
marily concerned. Looking ahead we feel we’re young 


enough just to have made a good, solid start! 
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NEW YORK 

Fred Klaner, Advertising Director, 
Field & Stream Publishing Co., 
515 Madison Avenue, New York 


22, N. Y. 
Telephone: PLaza 3-8544 


CHICAGO 


J. Williams Macy, Western M, 
Wrigley Building, _— 
Chicago 11, Illinois 

Tele: : Delaware 8994 


FIELD & STREAM ADVERTISING OFFICES: 


It 

— 
PACIFIC COAST th 
William F. Coleman, 
1038 Henry Building, 
Seattle 1, Washington an 
Telephone: Elliot 4315 
DETROIT 


Charles J. Sheppard, 
Sheppard & Sheppard. 
1963 Penobscot Buildi: ‘. 
Detroit, Michigan 
Telephone: Woodward 
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137, 


of Field & Stream 
readers travel by airplane 


GET THE FACTS & FIGURES ABOUT Not just general information, but reliable | you can use to make your advertising dol- 
and authentic facts and figures about your __lars produce better results. 
YOUR PRODUCTS AND THE SPORTSMAN’S _ product—the market-use habits, owner- A complete set of facts and figures about 
ship, buying intentions, sporting goods your own business is available at no cost 
MARKET FROM FIELD & STREAM dealer attitude, and a wealth of other facts from any Field & Stream advertising office. 
It’s a fact that Field & Stream is FIRST in Advertising! More advertisers used more space “Pages of advertising car- 


in 1948 and for the past 38 years in Field & Stream 


ried by three leading 
sportsman's magazines dur- 


than in any other sportsman’s magazine—because ing the year 1948, as com- 
FIELD & STREAM they buy advertising on facts and figures. piled by Printers’ Ink. 
Field & Stream carried Field & Stream carried 
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IM SLANTING 
MY SPACESHIP 

FOR PITTSBURGH 
AND THE NEWSPAPER 
OF TOMORROW, MEET 


YOU THERE ON 


PITTSBURGH POST-GAZETTE 


om K-F Dealers, Distributors 
to Help with Sales Policies 

Kaiser-Frazer Corp., Detroit, 
has adopted a plan whereby deal- 
ers and distributors will help for- 
mulate the corporation’s national 
sales policies. The plan provides 
for the appointment of five distrib- 
utors and 23 dealers to participate 
in quarterly policy meetings with 
top management. 

New groups will be named for 
each meeting to assure equal rep- 
resentation of every section of the 
country and a broad cross section 
of dealer opinion. The first man- 
agement meeting with the 28- 
member advisory group has been 
scheduled for April. 


Katz Agency Signs WEBR 
WEBR, Buffalo, has appointed 
the Katz Agency, New York, as 
its national representative. The 
5,000-watt Mutual station is owned 
by the Buffalo Courier-Express. 


Schedule Market Week 

The summer western market 
week will be held Aug. 1-6 at the 
Western Merchandise Mart, San 
Francisco. 


CBS Gives Birth to 
Baby Amosandra, 
First of Her Line 


New YorK—Last Valentine’s 
Day a daughter was born to one of 
radio’s best known families, Amos 
and Ruby Jones. This latest ad- 
dition to the Amos ’n’ Andy fam- 
ily circle was named Amosandra. 

By a not-so-odd coincidence, the 
Sun Rubber Co., Barberton, Ohio, 
began to swing into full produc- 
tion of a new brown-skinned doll, 
also named Amosandra, at about 
the same time. A couple of weeks 
later after major department and 
chain stores throughout the country 
had been supplied with the 10” 
chocolate-colored doll who “cries 
for her bottle, drinks from her 
bottle and wets her diaper,” the 
Amosandra merchandising cam- 
paign was launched. 

Initial send-off was an an- 
nouncement on the Lever Bros. 
CBS Amos 'n’ Andy broadcast. 
This was reinforced by newspaper 


you're after, buy... 


There’s a star player in every league! In the 
field where Quality plays a major role, Flower 
has been delivering Quality since 1888. 


Quality is a premium that goes with every 
Flower Electro, and that assures you of faithful 
reproductions of your forms and originals. 


If it’s Service and QUALITY at their best 


VINYLITE © WAX ee LEAD e TENAPLATE 


UPTOWN PLANT DOWNTOWN PLANT 


461 Eighth Avenue (at 34th Street) 216 William Street (at B’klyn Bridge) 
New York 1, N.Y. © LOngacre 3-3126 New York 7, N.Y. + BEekman 3-1330 


RADIO BABY—Amosandra, whose b th 
was announced on the Amos ‘n’ Andy 
program (CBS) Feb. 20, is appearing 
in person at the annual Toy Fair in New 
York. The doll, manufactured by Sun 
Rubber Co., Barberton, O., is being 
promoted in New York newspapers by 
R. H. Macy and by Grant, Woolworth, 
Kresge and other chains. 


copy placed by department store; 
in major cities. Sun Rubber Co 
bought newspaper space in Cleve- 
land papers and has promoted the 
new toy in trade papers. 


s Lever Bros. and Sun Rubber are 
forwarding tie-in announcements 
on the “real” Amosandra and her 
doll namesake to promotion di- 
rectors of all CBS stations. Radio 
editors will get a sample of the 
doll. Many stations, in turn, have 
arranged joint promotional plans 
with local stores. 

The doll, which retails for $2.98, 
is the first Amos ’n’ Andy product 
to go on the market since Colum- 
bia bought all rights to the black- 
face team. The network declines 
to say what its share of the profits 
will be. 

At week’s end, Sun Rubber ex- 
ecutives, in New York for the Toy 
Fair, were jubilant over their new 
doll’s reception. Sales have already 
hit the 500,000 mark, they said. 

Meanwhile, CBS is working on 
deals covering more Amos 'n’ 
Andy products and items bearing 
the names of other stars. Toys, 
textiles, jigsaw puzzles and books 
are under consideration, but full 
particulars are not available at this 
time. 


Ramsdell Agency Forms 
Consumer Division 


Lee Ramsdell & Co., Philadelphia 
agency, has established a consumer 
division, with Gerald F. Selinger, 
formerly with John Faulkner 
Arndt & Co. and advertising man- 
ager of the Muhlenburg Press, as 
manager. 

The agency, which has been 
specializing in medical and phar- 
maceutical accounts since it was 
founded a year ago, will be enter- 
ing the consumer field for the 
first time. 


Container Corp. Hits Peak 


Container Corp. of America, 
Chicago, and its subsidiaries, 
boosting earnings to a new high for 
the second successive year, re- 
ported consolidated net earnings 
for 1948 of $10,424,593, compared 
with $10,273,603 during the pre- 
vious year. Sales advanced from 
$128,345,675 in °47 to $131,056 32’ 
last year. | 
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King Calls State 
Trademark Laws 
Under Control 


New YorK—Henry B. King, sec- 
retary of the U.S. Trade Mark As- 
sociation, told his members in a 
letter last week that state legis- 
lation was well under control, and 
charged Paul Struven, president 
of a registration company, with in- 
spiring the legislation which had 
to be controlled. 

Mr. King said registration bills 
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is being were dead for this session in the 
apers by ® New Mexico, Indiana, Wyoming 
foolworth, and Ohio legislatures. Legislatures 


s. in Washington, New Hampshire 
and Maryland are preparing sub- 


nt stores stitute legislation in cooperation 
pbber Co. @ with USTMA. 
n Cleve. He charged that Mr. Struven, 
1oted the # president of Trade Mark Service 
Corp., New York, addressed the 
National Association of Secretaries 
ibber are of State at the group’s meeting in 
ncements™# October in Charleston, S. C., 
and her where he recommended the adop- 
yjtion di-§ tion of a uniform state trademark 
is. Radio bill patterned on the federal act 
e of the of 1946, and submitted a model 
irn, have ™@ state bill. 
ial plans 
a Mr. Struven, Mr. King reports, 
for $2.98, 8 was active in advocating state 
y product § trademark registrations and man- 
> Colum-§¥ gatory registration laws in the 
ne black- late 30s, when he supported legis- 
declines lation in Nevada, Kentucky and 
1e profits # elsewhere. Two years ago he sup- 
ported the Connecticut law and 
ibber ex-§f testified at hearings on it, a bill 
t the Toy opposed by USTMA. 
heir newHe «yr Struven says he is no 
e already § ionger an advocate of compulsory 
y said. trademark legislation,” Mr. King 
rking 0 veported, “and that his model bill 
— 2 |. was permissive in nature.” 
Ay "fon Mr. King notes suspiciously that 
mers books “legislation has been introduced 
but fullg “= numerous states as the result of 
ale at this the above talk [Struven’s Charles- 


ton speech] by one who specializes 
in state registrations and who has 
long been active in efforts to 
ns make state registration compul- 
sory, and these bills are substan- 


iladelphia§ tially identical in form and com- 

consume! § pulsory in effect.” 

Selinger,i’_ USTMA is unalterably opposed 

Faulkner to compulsory trademark statutes 

hope by states, Mr. King said, although 
. it appreciates the need of various 
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Boardmaster Visual Control 


A valuable time saving tool for promot- 
ity Greater Efficiency. Your operations 
i) Full View, period by period, spotlighted 
t Color. Type or write on interchange. 
© \le cards and anchor on board. A flex- 
it © traffic control for Production, Sched- 
ng and many other uses in every 
b siness. Compact, attractive, made of 
sminum. Complete price $49.50. 
nn le 


GRAPHIC SYSTEMS 
>S West 42nd St., New York 18 


states for amendment to existing 
legislation and need for additionai 
income. 


Fuller Joins ‘Coronet's’ 
New Philadelphia Office 


Donald C. Fuller, former mem- 
ber of the sales staff of Bruce 
Kamp Associates, industrial design 
consultants, has joined the Coro- 
net sales staff, headquartering in 
the magazine’s new Philadelphia 
office at 1700 Walnut St. 

Prior to his association with 
Kamp, Mr. Fuller was a member 
of Esquire’s sales staff in New 
York and Philadelphia. 


WHIO-TV Joins ABC 


WHIO-TV, Dayton, has signed 
an affiliation contract with Ameri- 
can Broadcasting Co. The station 
previously was affiliated with CBS. 


U. S. Bedding Maps Campaign 

United States Bedding Co., St. 
Paul, manufacturer of King Koil 
sleep products, has announced an 
expanded 1949 advertising pro- 
gram. A series of ads will appear 
in more than 90 daily newspapers 
throughout Wisconsin, Minnesota, 
North and South Dakota, Iowa, 
Nebraska and Montana. Farm 
publications, outdoor posters, radio 
spots and dealer helps also will 
be used. Melamed-Hobbs, Minne- 
apolis, is the agency. 


TAP Advances Zimmerman 


William A. Zimmerman, sales 
director, has been appointed man- 
aging director of Television Ad- 
vertising Productions, Inc., Chi- 
cago, television production firm. 
He succeeds Ardien B. Rodner, 
who resigned to join WPIX, New 
York. 


Replaces ‘Ladies Be Seated’ 
Quaker Oats Co., Chicago, will 

replace “Ladies Be Seated,” spon- 

sorship of which it shares with 


Toni, Inc., with Peter Donald in| 


“Talk Your Way Out of It,” an 
audience participation session, 
starting March 30. The show will 
be heard Monday, Wednesday and 
Friday at 3 p. m., EST, on 186 
ABC stations. C. J. LaRoche & 
Co. is the agency. 


Raises Moore and Cleaves 

Charles F. Moore, former gen- 
eral sales manager, and Herbert 
M. Cleaves, previously assistant 
general sales manager of the Dia- 
mond Crystal-Colonial salt divi- 
sion of General Foods Corp., St. 
Clair, Mich., have been promoted 
to assistant to the general mana- 
ger and general sales manager of 
that division, respectively. 
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Two Join Grant in Dallas 

W. C. Woody Jr. and Charles T. 
McClelland have joined the Dallas 
office of Grant Advertising as ac- 
count executives. 
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328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal cities * 
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wire today—or phone RAndolph 6-3256, Chicago. 
There is an INLAND man in your territory 
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Telecoin Introduces 
TV Projection Unit 


Telecoin Corp., New York, has 
introduced a new product, Tele- 
Video, a reflection-projector video 
unit which can be used on screens 
up to 63 square feet. A campaign 
to push Tele-Video, priced at 
$1,995, is expected to break in 
business newspapers within about 
60 days. Lester Harrison, Inc., will 
handle the drive. 


Sears Opens Brazil Store 

Sears, Roebuck & Co., Chicago, 
on March 15 will formally open a 
new store in Sao Paulo, Brazil, its 
first in that country. Two more 
large retail units are now under 
construction in Rio de Janeiro and 
Caracas, Venezuela. 


ABC's Net Income Was 
Off Two-Thirds Last Year 


Net income of American Broad- 
casting Co. for 1948 took a sharp 
plunge to $468,676, compared with 
$1,520,756 in 1947. 

Gross income for 1948 was 
$54,047,043; for the preceding 
year, $52,922,884. The network at- 
tributes the decreased net to tele- 
vision expenditures. 


Owens Unit Boosts Bittner 

Henry A. Bittner has been 
named supervisor of roof tile sales 
of the Kaylo insulation division 
of American Structural Products 
Co., Toledo, a subsidiary of Owens- 
Illinois Glass Co. He was formerly 
in the Chicago branch of Ameri- 
can Structural Products Co. 
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‘DEPARTMENT STORE 
-. SALES INDEX — 


1935-39 EQUALS 100 


Federal Reserve Figures on Department Store Sales 


WASHINGTON — Retail business 
for the week ended Feb. 26 was up 
slightly above the level of the 
preceding week this year, but off 
7% from the same week last year. 

Since late in January, depart- 
ment store sales reported by the 
Federal Reserve Board have aver- 
aged about 6% less than sales dur- 
ing the corresponding period of 
1948, and about 5% above average 
sales during the same period of 
1947. 

While 1949 dollar volume ap- 
pears to have found a “plateau” 
slightly below last year’s level, it 
is important to note that Easter 
last year came two and one-half 
weeks earlier than it will this year. 

The difference is significant, be- 
cause sales usually increase more 
.| rapidly as the holiday approaches. 
Since Easter this year is later, 


therefore, it is logical to expect 
that year-to-year comparisons for 
the next several weeks will show 
1949 dollar volume lagging behind 
1948 sales. 


w Only one of the 12 Federal Re- 
serve districts showed a gain for 
the week ended Feb. 26 (Boston 
was up 1% over last year). Seven 
cities wound up in the plus col- 
umn, however, with Washington 
(up 16%) in the lead. 

Largest district loss was that of 
San Francisco, down 11%. Dallas 
was off 10%, and the St. Louis 
and Cleveland districts were both 
down 9%. 

Greatest loss among the cities 
was a 35% drop in Syracuse sales 
this year, as compared to 1948. 
Los Angeles was off 17%; San 
Antonio was down 15%, and St. 


Just don’t forget that in Indiana lies a large, vigorous and still growing 
part of America, important to you. In it, The Star and The News are 


the dominant morning and afternoon newspapers. 


KELLY-SMITH COMPANY ¢ NATIONAL 


REPRESENTATIVES 


YOUR SHORT HAUL OR LONG PULL 
IN AMERICA’S BIGGEST INLAND MARKET 


@ Here in Indiana, where people live as well as any in the world, 
The Indianapolis Star and The Indianapolis News plow a double 
deep furrow in a rich, productive land. 


( You may forget The Star’s 186,280 daily circulation, The News’s 171,646... | 
their combined daily and Sunday total of 46,403,968 advertising lines in 1948—- 
) and that Indianapolis is a $2 billion-plus market. j 


THE INDIANAPOLIS STAR 


an 


THE INDIANAPOLIS NEWS 


Week to Feb. 26, '49* .p231 


Week to Feb. 28, ’48*. .248 
Month of Jan., ’49*. . .p227 
Month of Jan., ’48*...225 


Entire Year 1948..... 302 
Entire Year 1947..... 286 


pPreliminary. 
*Not adjusted seasonally. 


J 


Joseph was off 14%. With a fow 
exceptions, stores in larger cities 
continued to run promotional salves, 
and weather throughout the coun- 
try was much improved over that 
of the previous weeks. 

Mail order ana chain store sales 
for January were estimated by 
the Commerce Department to toial 
$1,985,000,000, slightly above Jan- 
uary, 1948, but off more than sea- 
sonally from December. Durable 
goods classifications showed the 
largest declines, ranging from 5% 
for furniture to 13% for hard- 
ware stores. 


Tate Change 


ull io. Wk. 

Federal Reserve Year of Feb. 
District and City 1948 Jan. 28 

-| UNITED STATES ...... 6 —4 tT 
Boston District ......... 2 4 1 
New Haven .. 1 —65 1 
DES BBGeeeceeseesss 3 8 3 
Springfield ........... 6 5 —?2 
Providence ........ 2 1 —~ 
New York District ..... 4 —3 —4 
eee 83 —5 —§ 
ee 9 4 5 
 - ae 3 —6 —} 
Rochester 9 —3 --6 
CO 4-5 —+#35 
Philadelphia District .... 9 —I1 4 
Philadelphia ......... 7 —4 —1 
Cleveland District ...... ~ 2 —) 
CE Saennsdinné sae > 7 —2 —12 
ED a, aad v dee We 6 —2 —l0 
Pr « 2 —l1 
SED <i. t wi k'g as o's 11 8 —13 
ED St reseoabteaeres 10 0 —f 
See ~ 9 6 
Richmond District ...... 6 —2 0 
TT PT eee 5 2 16 
See 3-8 —13 
Atlanta District ........ 8s —3 5 
EE ccccsteces ) OO 13 9 
DE. ganda kes 649 og 5 —12 2 
EE re 7 —4 5 
New Orleans ......... 11 3 ® 
Nashville ........ 5 3 —8 
Chicago District ........ 6 —5 —8 
ae — 4 0 —1 
Indianapolis .......... 4 —!1 -—4 
PT  otabs<ess 7 -—3 10 
Milwaukee .. ee of § 
St. Louis District Lowes 7 —6 —4 
i § a 9 -—2 4 
SS ere eo —g —13 
St. Ss einer een« was 6 -—8 —ll 
Et wcvedceeper ese 6 10 —6 
© District .... 6 —9 ® 
Minneapolis .......... 7 —4 © 
DT cuvectvetceces 2 —8 ° 
Duluth-Superior ...... 10 —3 ° 
Kansas City District..... 5 —13 — 
eee $3 —5 0 
WEEE wccweecscs 10 —6 ~-4 
Kansas City .... 5 —16 13 
St. Joseph . ceceeee —B —16 -14 
Oklahoma City Pe gees 6 —25 —8 
Sn Age eneaes a. 12 —15 —2 

Dallas District ......... 9 —T -10 
allas .. 4 —10 —10 
Fort Worth 6 —T7 —9 
Houston 20 2 -11 
San Antonio ......... 7 —14 —15 
San Francisco District... 5 —9 —l! 
Los Angeles Area...... —1 —6 —1i 
OE BORE 6 —2 —$ 
San Francisco ........ 5 3 2 
Pee 7 —13 —9 
Salt Lake City......... 2—16 —!10 
ER 3 —10 —l 


* Data not available. 


Appoints Buchanan Agency 

Consolidated Vultee Aircraft 
Corp., San Diego, has placed its 
advertising with Buchanan & Co., 
Los Angeles. 


os 


VAone 


Chesancake 3-2500 

THE ALBERT KIRCHER 
LEE H. LASHER, VICE PRESIDENT 

100! WASHINGTON BLVD., CHICAGG 
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; Blair Corset Tries 
Live Video Show on 
WGN-TV, Chicago 


Cuicaco—Blair Corset Co. is 
etting a jump on its competitors 
n the Chicago market with the 
irst live TV studio show featuring 
oundation garments. 

The new show, “Individually 
Yours,” is broadcast Fridays at 
-30 p.m., CST, via WGN-TV. It 


— ' features Celeste Carlyle, fashion 
— artist and consultant, who selects 
1 a few women from the studio audience 
r cities and, through the use of sketches, 
al sales, suggests improvements in coif- 
e coun- fures, makeup and attire. 
ver that Maury Kesler, Blair’s advertis- 
ing manager, said the manufac- 
re sales turer of the Fashion Hour line of 
ited by foundation garments picked the 
to total early afternoon time to attract the 
ve Jan- biggest possible audience of women 
ian sea- TV viewers. 
Durable 
ved the = The company claims to be the 
rom 5% first in its field to use live video 
r hard- as an advertising medium. How- 
ever, Donel Foundations, Inc., 
% Change New York, and Julius Garfinkel 
- 4 & Co., Washington specialty store, 


last month started a test of one- 
minute announcements on NBC’s 
Washington video outlet, WNBW, 
8 featuring Donel foundation gar- 
ments (AA, Feb. 21). The manu- 
facturer and retailer split the cost 
a: of the five times weekly, nighttime 
spots. 


ae Phu nenenennerens 


= Jones Frankel Co., Chicago, han- 
pe dles the Blair account. 
—¥ 
— —\} Buchanan Reorganizes 
me Los Angeles Office 
6 Frederick N. Polangin, newly 


6 elected vice-president of Buchanan 


“< - & Co., has been named head of the 
= oo agency’s Los Angeles office. At 
—  ° . the same time Charles Coleman 
13} was appointed vice-president in 
—4 i charge of all commercial accounts. 

oP In addition to his new duties, 
> _—e- Mr. Polangin will continue to di- 

o — rect Buchanan’s West Coast motion 
—} 5) ]) picture department. Mr. Coleman 
—3  —s ff has been creative chief in the Los 
— -—9 Angeles office and account execu- 
= _,)] tive for the agency for several 
—8 —ll years. 

10 ay 

i -]| DuMont Names Adams 

~ ae Trevor Adams has been ap- 
3 —6 pointed assistant sales director of 
— ; DuMont television network, New 
3% 4: 9 York. Before joining the network 
me ey he handled the radio and television 
—— activities of the New York 
1 5) Yankees. 
—1@ —10 

— —? 
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= Common 

a | —8 

ll 4 Goossp 
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Aircraft 
laced its 
an & Co., 
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. in the ad business, that is! More and 
ore smart admen are waking up to the 
sdget-stretching possibilities of K & F's 
'ock Photo illustrations in keeping today's 
ollar-conscious clients happy! Our catalog 
' Stock Photos contains only a few 
undred of ovr 500,000 Stock Photos. You 
‘ould have a copy at your elbow, and 
uv can have by merely 


Sending $1.00 or a company order 


MORE THAN 
500,000 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 


DEPT. AA3, 425 $. WABASH AVE., CHICAGO 5 


Beauty Facteurs Changes 
Name to Beauty Guild 


The manufacturer of Insta-Curl 
has changed its corporate name to 
Beauty Guild, Inc. The company, 
located in Beverly Hills, Cal., was 
originally called Beauty Factors, 
Inc., when it was incorporated in 
July, 1948, and subsequently Beau- 
ty Facteurs, Inc. Edgar L. Smith, 
president, stated the change to 
Beauty Guild is to avoid the possi- 
bility of confusing the name with 
that of any other manufacturer of 
beauty preparations. 

The action follows a suit by 


Max Factor asking for an injunc- 
tion against the use of the words 
“Factor” or “Facteur” in the com- 
pany’s name. 


SAAA Chapter Formed 


Eugene K. Lucas, of De Bruyn 
& Lucas Advertising, has been 
elected president of the newly or- 
ganized chapter in El Paso, Tex., 
of the Southwestern Association 
of Advertising Agencies. Paul 
Franke, of Dan White & Asso- 
ciates, has been named secretary 
and Warren Mithoff, of Mithoff 
Advertising, treasurer. 


Todd Establishes Agency Gardner Resigns Account 


Buffalo Reflecto Advertising Co. Fred Gardner Co., New York, 
has been established at 925 Elm-|has resigned the account of Bish- 
wood Ave., Buffalo, N. Y., by|ton-Wheeler, Inc., Ilion, N. Y., 
Shirley L. Todd. maker of Millar ball point pens. 


EASY CHART 


OTe tS a Saeed 
Reproduction in Quantity™: « | 
in 500 750 QUANTITIES 

.06ic 3 (1000 and over .06c) 


PHOTO-MATIC CO, 23°57 eines’, tease, 


Puget Sound Circle 
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THINK “wite 
ABOUT TACOMA 


FIRST: The Tacoma-Seattle retail trad- 
ing zones—the"' Puget Sound Circle” | 
—account for 55% of Washington 
State's total business volume. You 
must have /w// impact in this market 
—and you get that impact on/y when 
Tacoma, too, is effectively covered. 


SECOND: Effective Tacoma cover- 
age can’t be had with outside news- 
papers. Facts prove: in Tacoma, the 
News-Tribune a/one can do the job. 


See These Tacoma-Pierce County 
Daily Coverage Figures! 


80% 


Second Tacoma Paper .. . 


THE TACOMA 
NEWS TRIBUNE 


Seattle Morning Paper .. . 
Seattle Evening Paper . . 


is one of America’s 
OP Croch 
Markets | 


= 


hr), 


Vall 


on the 
Air too 


KTNT 


FM 
.% 


. 3% 


country? Then do the whole job! Remember: | 
Seattle coverage alone isn’t enough. You must cover e 


—and only then—are you getting full coverage 
of the billion-dollar-plus “Puget Sound Circle” 


The 


finish the job! 


WMsxx to build sales in the Puget Sound 


Tacoma, too. The Tacoma market — effectively 
reached only by the News Tribune—controls 25% 
of this region’s retail sales. Finish the job! When 
you buy Seattle, always buy Tacoma. For then 


COMA 


News Tribune 


Now Delivering More Than 60,000 Daily 


Represented Nationally by ; 
The Sawyer, Ferguson, Walker Company; New York, 
Detroit, Atlanta, Chicago, Los Angeles, San Francisco | 
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BR, See i PAF 


et’s dispel this myth about all incomes being 
way up these days. Look at the Federal Reserve 
Board figures. | 

Out of 42 million families in the United States, more 
than half (51% ) earn less than $3,000 a year. Therefore, 
it should be obvious that the volume market for most 
consumer goods and services comes from the over 
$3,000 income families. 

Although these families constitute approximately 
49%* of the nation’s total, this group, for example, 
accounts for 70¢* * of every dollar spent for the . 
automotive products you sell. | 

So naturally in your magazine advertising program, 
you want to select publications that will direct the 
vreatest share of your advertising dollar against this 
spend-more market. 


85 5 y of its concentrated 800,000 top-income families earn over 
© P 


$3,000. This is near-saturation. 


of NEWSWEEK’s families own one or more cars. Perhaps 
0.4 O that explains why every American-made car is currently 


advertised in NEWSWEEK. 


— For the third consecutive year, among all general magazines, 
NEWSWEEK is second only to The Saturday Evening Post in total 


pages of automotive vehicle advertising. 


eta eet fe 


-- More high-income readers per dollar at the lowest cost per thou- 
sand of any weekly or general monthly. | 


~ 


ae — NEWSWEEK provides an editorial service that attracts maxi- 
See mum reader-attention . .. an asset all advertisers desire in any 
ee readership. 


5 Parent 


eee 


*1948 Survey of Consumer Finances Part II—The Distribution of Consumer Income in 1947. 
** Bureau of Labor Statistics, 
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‘Times-Herald’ Names Bryan 


Felix M. Bryan, formerly on the 
retail staff of the Washington 
Post, has been named classified 
manager of the Washington 
Times-Herald. Prior to serving in 
the Army, he was classified ad- 
vertising manager of the Atlanta 
Constitution. Devona Horton has 
been appointed classified sales 
manager. 


Ohio TV Network Organized 


An Ohio television network of 
three stations—WKRC-TV, Cin- 
cinnati; WHIO-TV, Dayton, and 
WBNT, Columbus—has been form- 
ed to exchange programs of sec- 
tional interest. WHIO-TV is al- 
ready on the air, WKRC-TV starts 
commercial telecasts April 1, and 
WBNT is expected to start in the 
near future. 
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James D. Woolf Talks... 


Salesense in Advertising 


Registered 


James D. Woolf, famed copywriter and 


Thompson 


ideas and 


successes. 


Is Advertising Salesmanship? 
In “Writing Advertising,” a 
book of mine in the 1920s, I said 
this: “The advertising business is 
(or should be) a business of sell- 
ing through print.” 
The book was widely read and 


retired vice-president 


Walter 
this 


of J. 


Company, is writing 


monthly series of discussions on tested 


basic advertising principles. 


While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


that statement. In those days my 
definition was the accepted one. Its 
truth was being proved in cam- 
paign after campaign by such able 
copy men as Claude Hopkins, O. 
B. Winters, and James W. Young. 

Today, in this era of radio, tele- 
vision, skywriting, and commercial 


quoted, but nobody challenged 


movies, the term “print” is no 


so a Ui: * 


Despite mechanization, farming is still predominantly a family affair! 


How many men do you see? 


A STATISTICIAN might answer: “I 
see five men! Or more! Machines on 
the farms have increased enormously 
the work every man can do.” Con- 
sider only one set of facts: In 1880 one 
half of our working force was needed 
just to produce food. By 1960, at 
present trends, the ratio will be only 
one tenth!* 


BUT A SALES MANAGER might 
answer: “I see two men!” One is a 
husband, a father . . . a typical con- 
sumer of shoes and shirts, soap and 
shotgun shells and pipe tobacco. He 
and his wife and his children buy 
these things very much as do his city 
cousins. The same desires and emo- 
tions activate them... 


The other is a “‘purchasing agent”’ 
...a shrewd buyer of things used to 


*As Dr. Reed’s analysis points out (see story 
at right), even in the recent decade, 1936-1946, 
production per worker went up by one third! 


produce other things . . . tractors and 
hay-balers, fence wire and fertilizers. 
Little emotion here! This man wants 
to know the price. He wants facts, and 
proof of them. 


Yes, the farm market is A TWIN 
MARKET. Selling and advertising 
appeals to one are mainly emotional. 
To the other, mainly rational. Though 
the two parts of the market must be 
approached differently, they are al- 
most inseparable: mechanization has 
brought the farmer both greater pro- 
ductivity and the leisure to enjoy its 
fruits. But the farm has none the less 
remained a family affair. 


And the living standard of that 
family is increasing as productivity 
increases! 


“The number of people on the 
farms is going down. But greater 
productivity per acre and per 
worker, and better prices for farm 
products offset the decline .. . 
leave the farm and small town 
market with an increased poten- 
tial buying power.” 

These and many other impor- 
tant facts affecting both of the 
twin farm markets are summa- 
rized in a newly released study by 
Dr. Vergil Reed, Associate Direc- 
tor of Research for the J. Walter 
Thompson Company. 

To study the implications of all 
these changes as they affect your 
business, you may like to have on 
your desk a copy of Dr. Reed’s 
“THE FaRM MARKET—Some 
Basic Trends and Changes.”’ It is 
available without obligation. 
Write for your copy to J. Walter 
Thompson Company, 420 Lex- 
ington Ave., New York 17, N. Y. 
Twenty-two other fully staffed 
offices in strategic cities around 
the world. 
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longer adequate. So I have had t,, 
revise my definition as follows 
“Advertising is a business of sell 
ing.” 

But this definition—or any def 
inition that emphasizes the sellin; 
function—is today not acceptab]. 
to a growing body of copy me: 
and advertisers. 


ws Every time I give voice to thi 
definition in my current writings 
which I frequently do, somebod: 
lets out a roar. This morning ir 
my mail I find a letter from th: 
president of an important radio 
station, a former advertising agen- 
cy man, who, discussing media 
values, fires this at me: 
“In taking hold of this problen 
of media selection, one of the 
first things to realize is that it i: 
definitely untrue (with rare ex- 
ceptions) that advertising sells 
merchandise. Some people do sel! 
books and piano lessons direct by 
mail through advertising, but that 
field is small compared with the 
great general advertising field...” 
He goes on to say that “ad- 
vertising is a form of selling only 
to the extent that advertising 
makes it easier for the sale to be 
made.” 
It is true that there are certain 
things—adequate life and casualty 
insurance, for example—that peo- 
ple often buy with reluctance and 
only under pressure. And there are 
certain products—such as automo- 
biles, encyclopedias, and dishwash- 
ing machines—that usually re- 
quire demonstration and _ horse- 
trading with personal salesmen. 
But even in these cases adver- 
tising can and sometimes does 
carry on its back an enormous 
share of the selling burden. 


The Great Current Fallacy 

The notion that remindership 
and passive consumer acceptance 
is the primary function of adver- 
tising is nonsense. Countless thou- 
sands of persons walk voluntarily 
into stores every day and spend 
hundreds of millions of dollars 


for products they specify by 
name. 
Did advertising, for instance, 


merely “help” sell such revolu- 
tionary products as Kotex, Odo- 
ro-no, and Zonite—or was it pri- 
marily store pressure that put 
them over? 

Is it behind-the-counter sales- 
manship that is selling millions of 
packages of such specialties as 
Spam, Prem, Mor, Duz, Dreft. 
Breeze, Glass Wax, Pard, Ken-L- 
Ration, Swans Down cake flour, 
and Aunt Jemima pancake flour 
—or is it the power of desire- 
creating copy that appeals to hu- 
man wants and needs? 

I insist that in millions of in- 
stances advertising, almost single- 
handed, sells these and hundreds 
of other products. The fact that 
the public knows what it wants, 
in terms of brands, is what makes 
possible today’s giant supermar- 
kets. 


= No matter how difficult the 
product—an insurance policy, 4 
calculating machine, wire rope, or 
a storage battery—why not pack 
into the copy the extreme mazi- 
mum of SELL that is possible’ 
It has always seemed to me that 
the harder the product is to sel, 
the more urgent is the need fr 
hard-hitting, factual, sober-min - 
ed copy. 

A little over a year ago I wrote 
and placed a little ad (112 lines) 
in a newspaper Sunday supple- 
ment at a cost of around $200. 
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Advertising Age, March 14, 1949 
within a period of three weeks 


nat Bh ins ad sold, by mail, $2,800 worth 
sell of lampshades, and a_ steady 

tr.ckle of further orders came in 
def fo. months. The ad talked qual- 
sHlin it), design, beauty, and guaranteed 


tabl. sa isfaction; no bargain price was 
me: offered. In six-point type, solid, 
I ammed more words of informa- 
tion into that small ad than many 
, thi acvertisers use in a double-page 
ead. The copy, neither “cute” 


tings s} : 

bod: nor waggish, was hardly as en- 
1g ir tertaining as a page of copy in a 
1 th: Sears catalog. 


‘Oh, but mail order advertising 


a is different,” do I hear you say? 
nedia Yes, that’s right. It is different— 

and harder. It is harder because 
blen the mail order ad must stand on 
the its own two legs. 


it is Why, then, wouldn’t this same 
ad—same newspaper, same per- 


1 suasive fact-selling—do just as 
> sel! well or better over the name of a 
ct by reputable retail advertiser? Or, 
+ that running as a page in national 
h the magazines (same copy but more 
axe of it) over a list of store names, 
“ad- why wouldn’t it sell a carload of 
- only lampshades? 
tising 
to be [Insist on Selling Copy 

What baffles me is the current 
ertain passion for putting “entertain- 
sualty ment” into advertising of store- 
; peo- sold articles. Retailers seem to be 
e and just as bemused as general ad- 
re are vertisers. The advertising pages of 
tomo- my local small-city newspaper are 
wash- a hodge-podge of wise cracks, 
y re- dreary gags, silly jingles, and 
horse- poorly-done cartoons. Why these 


nen. retailers do not, like their com- 


idver- petitor the mail order advertiser, 
does finsist on selling copy, is some- 
rmous thing that escapes me utterly. 


It is not my contention that the 
sole objective of all advertising is 
, outright sales. It is also the job 


ership of advertising, as Dale Carnegie 
otance would put it, “to win friends and 
idver- [influence people,” over the long 
thou- haul. Consumer acceptance, re- 
starily | ™indership, and fine institutional 
spend effect are, of course, desirable 
jollars results. 
'y by But when you plan your strat- 
egy, select your media, and write 
stance, |Your copy—what, where, when, 
evolu- |Why, how?—shoot for SALES. 
Odo- | Why not? What do you have to 
it pri- lose? 
ut 
ni Dowd Appoints Beck 
sales- Richard R. Beck has been named 
ons of head of the outdoor and transit 
2 F advertising department of John 
eS 8 EC. Dowd, Inc., Beston. He was 
Dreft. Bformerly with Walter Baker choc- 
cen-L- folate & cocoa division of General 
flour, §Foods Corp., and with General 
. flour Foods’ sales division. 
desire- 
to hu- 
} 
of in- 
single- 
ndreds 
st that 
wants, 
makes 
ermar- 
iit the 
licy, 4 
ope, or 4 
t pack Craftsmen | 
maxi- pars 
sible? at Philipp are 
ne that B a 
to scl. # Well known for | 
ed LE faithful matching ~ 
[ wrote | of colors 


. lines) 
supple- 


A $200. 


1422 W. 4th ST., MILWAUKEE 12, WIS. 
PHONE - MARQUETTE 8-2446 


Kaye and Powell Join KFI 


Roland Kaye and Baden Powell 
have joined KFI and KFI-TV, 
Los Angeles, as account executives. 
Mr. Kaye was formerly in charge 
of merchandising for the House- 
wives’ Protective League division 
of CBS on the Pacific Coast, and 
before that was sales service man- 
ager of KNX, Los Angeles, and the 
Columbia Pacific network. Mr. 
Powell was previously with the 
Mutual Broadcasting System in 
New York and KTRH, Houston. 


Scott Paper Reports Record 
Sales, Earnings in ‘48 


Scott Paper Co. and subsidiaries 
had record sales of $73,597,062 in 
1948, compared with $57,252,636 in 
1947. Earnings also hit a peak, 
$3,839,179 in 1948, compared with 
$2,856,650 in 1947. 

Raymond C. Mateer, executive 
vice-president, said that “the high 
point in prices for pulp and other 
materials and supplies purchased 
by the company seems to have 
passed.” He said inventories are 


being held to the minimum nec-|planned on a flexible basis to 
essary for uninterrupted produc-| meet changes in a competitive sit- 
tion, and its marketing program is | uation. 


BRIGGS OUTDOOR 


ADVERTISING COMPANY 


Shere BE ORE > Ree: a ay i,” Sontade aee 
pte ae ay + oe Pa 2 Vibha a Ses bef 


SOUTH 


F é’ 
. Y , 
re ; _—o 


ADVERTISE 


_ IN LOCALLY EDITED 


an 


LOCALLY MANAGED | 


t every penny from your 
promotion dollar by using the 
six influential daily news- 
papers that dominate the rich 


eo 


buying belt of South Dakota. — 
_ Reach the rural and urban res- 
__ idents who have $300,000,000 


_ in ready cash to 


Bs | 


* 

Reach Nine Out of Ten South 
Swing open the floodgates to South Dakota’s rich, re- 
sponsive market by advertising in locally managed and 
locally edited South Dakota Dailies. Place your ad- 
vertising where 9 out of ten South Dakota families 
read, remember and respond to your sales message. Sell 
the South 
families . 
lies with $300,000,- 
000 in ready cash to 
spend not counting 
investment savings. . 
the families living in 
one of the richest ag- 
ricultural states in 
the country . . . the 
families whose high 
standard of living is 
firmly anchored to a 
scientific agricultural 
economy madesecure 
by far-sighted con- 
servation measures. 


__ FactsOn 

_ Tapping the 

— Reservoir Of © 
Buying Power | 
jin Rich South 


DAKOTA D 


South Dakota measures up for alert manufacturers, 
distributors and new businesses searching for sites that 
will aid their rapid growth. South Dakota offers abundant 
natural resources . . . friendly American labor . . . a fine 
highway system that is constantly being improved and 
expanded by the State Highway Commission . . . planned 
recreation facilities supervised by the Department of 
Game, Fish and Parks. It will pay to investigate the fine 
locations and extra advantages of bustling South Dakota! 


IN Mth, legoontite 


tats 

. owe, . 

- im we 
hemceattl 


eoge 

Dakota Families! 

South Dakota stands on the threshold of a 
new, dynamic era that promises even greater 
prosperity. Construction in the gigantic Missou- 
ri River Plan will send six billion, three hundred 
and sixty million dollars surging through the 
area to insure flood control, navigation, irriga- 
tion and power development for the entire Mid- 


west. South Dakota is assured a balanced, stable 
economy for decades to come! 


SDailies Dominate the Market 


South Dakota Dailies are thoroughly read, 
thoroughly respected and thoroughly reliable to 
drive your product promotion into the home! 
South Dakota families depend on their local 
newspaper to recommend locally advertised prod- 
ucts to guide their local buying. South Dakota 
Dailies are unchallenged by any out-of-state 
metropolitan newspaper. They reach a buying 
public anxious to buy foodstuffs and beverages 
. . . home appliances and furnishings . . . farm 


-_ . 


akota 
. . the fami- 


‘equipment and machinery as well as scores of 
other products to maintain a 
superior standard of living. 
Open the flood gates to Sout 
Dakota sales through the lo- 
cally - edited, locally - managed 
South Dakota Dailies! 


Comprise Six Locally Managed and Locally 
Edited Newspapers Serving the Six Primary 
Markets of South Dakota, Both Ryral and Urban, 


SOUTH DAKOTA!) 
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New York F'amilies Prefer | 


the Home-Going 
Journal-American 


N NEW YORK, where sales opportunity 
is limited only by sales effort, one 
home-going newspaper delivers the family 
coverage you need for volume sales. Four 
out of every 10 families who read a 
metropolitan evening newspaper read the 
Journal-American. 
And they read it through choice alone. 
No one is ever “sold” a newspaper in New 
York. There is no city-wide home delivery 
under metropolitan newspaper manage- 


ment. There is no price incentive. Like 
your merchandise on retail counters, the 
choice is up to the customer. 

It is significant then that the New York 
Journal-American overwhelmingly outsells 
all competition in the evening field... 
leading the second newspaper nearly 
two-to-one. To move merchandise in 
New York let the Journal-American speed 
your sales-delivery to New York’s largest 


evening newspaper audience. 


YOUR STORY STRIKES HOME IN THE 


Journal “ 


\ANCAMERICAN PAPER FOR > CRU 


A HEARST NEWSPAPER 
REPRESENTED 8Y HEARST ADVERTISING SERVICE 


NATIONALLY 
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Most Firms Ask Agency 


Refusals Are Rare, 
AA Study Discloses; 
Many Others Horn In 


By Joun B. MILLER 


Cuicaco—When a change in 
agencies is deemed necessary, the 
majority of advertisers initiate the 
proceedings themselves by inviting 
bids for their accounts. 

Two-thirds of the companies 
which cooperated in ADVERTISING 
Ace’s survey of advertiser-agency 
shifts during 1948 reported that 
they asked agencies to bid for their 
accounts. In the remaining one- 
third of the cases reported, agen- 
cies originated the solicitations. 
Many others rush in after the in- 
vitations go out. 

This ratio is based on more than 
100 confidential questionnaire 


. + Bids, Survey Proves 


forms returned by advertisers, 
large and small, among the 400 
which Apvertisinc Ace wrote last 
December in its comprehensive 
study of one of the most important 
problems confronting company 
executives: “How to Pick an Ad- 
vertising Agency.” 


ws The number of agencies re- 
quested to consider serving these 
new accounts varied widely, re- 
turns showed. In about 20% of the 
cases, advertisers limited their 
“invitations” to a single agency. 
Other companies asked “several,” 
“5 or 6,” eight and on up to a 
top figure of 14. 

A midwestern railroad asked 
“several agencies” to consider its 
account, in the $50,000-$100,000 
budget classification, but actually 
wound up with 16 agencies making 


AGE. ‘ 


agency. 


The Agency-Advertiser Relationship 


This is the second of a series of seven articles reviewing 
the advertiser-agency relationship of more than 100 com- 
panies which made a change in their agencies in 1948 and 
answered a confidential questionnaire from ADVERTISING 


It deals with the initial steps of “inviting” agency solici- 
tations—how many are invited, how others “horn in,” and 
how initial contacts are made. 

Succeeding articles will discuss how advertisers weigh 
agency solicitations, which executives participate, the 
effect of size and geographic location, types of accounts 
and other factors involved, as well as ideas developed by 
these advertisers for their possible future use, and their 
listing of the most important qualities of a competent 


formal bids. An eastern trade 
association, whose °48 ad budget 
fell in the $100,000-$250,000 cate- 
gory, asked a “few” agencies to 
submit prospectuses, and a dozen 
actually sought the account. A 
Pacific Coast beverage manufac- 
turer, in the same budget group, 
was contacted by an impressive 
array of agencies; it picked 45 for 


preliminary interviews, then six 
for follow-up talks, and finally 
two. The agencies it asked for 
bids actually solicited the account, 
“but 90% or more of those inter- 
viewed asked for the opportunity 
of an interview.” 


a An eastern fabrics manufac- 
turer, with a $250,000-$500,000 ad 


LOOK — how the Baltimore media picture has changed! 
Now the News-Post reaches 57.6% or 197,865 
of these City Zone families — more than any other 


LOOK Mjoce you bgo 


INTO BALTIMORE 


LOOK — how today’s Baltimore, with 343,654 City Zone 
families, is up 30.4% since 1940. Here's proof 
that Baltimore is the fastesf growing market in 
the East.* 


daily newspaper. Total net paid 228,228. 


LOOK — how Baltimore's merchants are cashing in on 
this increased coverage — placing a new high of 
more than 11 4% million lines of retail advertising 


in the News-Post daily only in 1948. 


LOOK — before you leap if you want to sell this profit- 


able market... 


LOOK 


Baltimore News-Post 


TO THE 


First in Circulation in the 6th Largest Market 
A HEARST NEWSPAPER—REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


*ABC City Zone based on Bureau of Census — 1947 surveys for Metropolitan Districts. Among the 
ten largest markets in the U. S., Baltimore's rate of growth is exceeded by only two West Coast Cities, 
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budget last year, asked “some’’ 
agencies, “and many called us— 
all together, we interviewed 48.’ 
A brewing company, also wit! 
headquarters in the East, invite 
five agencies to consider its ac 
count, in the $500,000-$1,000,00: 
budget bracket last year, am 
“many more” joined the selec 
five in bidding for the business 

A drug manufacturer whos 
budget is in the $1,000,000-plu 
category avoided any solicitation 
at all. The company selected it 
new agency “on our previou 
knowledge of their experience anc 
success in this field of packagec 
goods.” A second manufacture: 
in this same industry reported a 
somewhat similar method: “W: 
selected the agency on known 
merit from previous experience 
with them.” 


a One of the nation’s leading ma- 
chinery makers, deciding that its 
advertising operations had grown 
too complex to warrant proper 
handling by a single agency, made 
a tentative study of 22 to 25 agency 
possibilities. Then, it told AA, 
four well-qualified agencies were 
invited to prepare and make pres- 
entations before the company’s 
executive group. This firm, also 
in the multi-million dollar budget 
class, added: “All agencies with- 
out competitive accounts, as con- 
sidered and invited, were glad of 
the opportunity to bid for the 
account.” 

Regardless of size of budgets 
involved, however, reporting com- 
panies indicated that agency re- 
fusals to bid are fairly rare. In 
more than 85% of the individual 
cases, every agency which was 
extended an invitation carried 
through with an actual solicitation. 

One of eight agencies asked to 
bid for a $1,000,000-plus consumer 
drug account declined, this manu- 
facturer explained, “on the basis 
that they were not adequately 
staffed to handle additional busi- 
ness at that time.” 


ws A West Coast transportation 
company, whose new top manage- 
ment was dissatisfied with the old 
agency’s postwar art and copy, 
wrote to the five biggest agencies 
with fully-staffed offices in its 
home city, and to three smaller 
local agencies which sought a 
chance to enter bids. The “old” 
agency was included in the original 
five and offered an opportunity to 
present “a new program or idea.” 

Two of the large agencies, said 
the company, refused to submit 
“what they termed ‘formal presen- 
tations,’ on the basis their ex- 
perience proved this was not a 
satisfactory way in which to solicit 
new business. They maintained 
they could not present an intelli- 
gent program without exhaustive 
on-the-scene research into our 
particular problem. They argued 
righteously, and perhaps rightly, 
that their reputation was such that 
accounts solicited them and en- 
gaged them on faith. However, 
even they manifested an undis- 
guised eagerness for our account, 
and followed up their original let- 
ters with personal inquiries.” This 
account, incidentally, is in the 
$500,000-$1,000,000 budget grou). 


a Among small advertisers (the 
27% of the entire “sample” whos’ 
48 ad budgets did not excee 
$50,000), only one company, a 
eastern household products manu- 
facturer with a well-known trade 
name and national distributioi, 
reported an agency refusal. “We 
were either too small, or they di 
not care to take a chance,” it con - 
mented. A Chicago housefurnis! - 
ings maker, however, added th s 
general observation: “Some age! - 
cies have felt our account too sma'! 
to handle.” 

The biggest number of agency 
invitations issued by a single ac- 
vertiser, 14, drew 13 response’. 


One agency declined, said this We:t 
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How Many Bids 
Go to Agencies? 


Here are the number of 
agencies actually invited by 
37 individual companies to 
make formal bids for their 
accounts before they effected 


changes during 1948: 

NIT chil disssiidavovenenin 8 
GPO snccccscttlinnciibteiiiaticenies 7 
SS SE eee a 1 
Three ... . 4 
Le Sa a a 6 
Ea eee 1 
.  . & yates 1 
toe Ee oe 5 
SS ES en 3 
IIE :0ic iaccnetngconescinndiibenanha 1 


Coast national bank with a $50,- 
000-$100,000 ad budget, because it 
had no local office in the bank city 
and couldn’t open one soon enough 
to service the account. 

A Chicago company reported it 
invited eight agencies to make 
solicitations, but that “only a few” 
entered bids, “‘the others being not 
qualified to handle the account— 
wrong size and just generally not 
interested.” 


s The question of invitations drew 
only one all-out blast against 
agencies in general. Admitting 
that it was an “unpleasant subject” 
for him, the advertising manager 
of a midwestern tire, tube and 
equipment company wrote: 

“Some agencies which, in the 
past, have been asked to consider 
this account have declined in a 
courteous letter, for very under- 
standable reasons. However, I have 
never encountered so much dis- 
courtesy and timidity in any other 
professional field as I have among 
some of the agencies which, for 
one reason or another, did not 
want to give us consideration as 
a client.” 

This same company picked its 
present agency “after competent 
solicitation on their part, and their 
assurance that the man who had 
served our account at a former 
agency would have full charge of 
the account in his new connection.” 


a Repeatedly, advertisers repre- 
sented in this survey mentioned 
the recommendations of friends 
and “outside sources,” as well as 
personal contacts and actual 
knowledge of agency experience, 
as important factors in deciding 
on a new agency. 

An eastern food manufacturer 
which wanted a medium-size, local 
agency got a list of likely names 
“from friends in food lines.” A 
midwestern farm equipment maker 
selected an agency on the recom- 
mendations of “several representa- 
tives of trade publications in our 
field.” An eastern hosiery manu- 
facturer, solicited by many agen- 
cies, contacted the one it later 
appointed “on the basis of strong 
recommendations from _ outside 
sources who knew our problem.” 


s An industrial manufacturer, 
vhich issued only two invitations 
0 agencies, picked the one which 
1ad made frequent calls during the 
receding two years. A scale manu- 
acturer met the account executive 
‘ith its new agency through an 
rt studio. A trailer manufacturer 
eported that the “agency solicited 
s for a subsidiary venture and we 
‘ere so impressed we changed 
verything.” Another agency han- 
led a rush catalog job for the 
rospect, and won a “well satis- 


HF YOU USE CAR. CARDS 
Send for FREE Sample . 


*CARDISPLAY” 


UNIQUE POINT-OF-SALE 
CAR-CARD HOLDER: 


i CARDISPLAY COW - 
4 MARQUETTE AVE. MINNEAPOLIS, MINN 


fied” client. 


ws The ad chief of one industrial 
goods manufacturer conducted his 
own “secret service” in locating 
a good agency. Without disclosing 
that the company was looking for 
a new agency in its own locality 
(the former one was 130 miles 
away, “very inconvenient”), he 
checked the trade publication ads 
and programs developed by the 
most likely choice.. After a careful 
six months’ checking period, he let 
the agency know his approval of 
its work—and signed it up. 
Geographic location, agency size 
and types of accounts handled are 
factors of varying importance to 
advertisers in different consumer 
and industrial fields, their remarks 


showed. How they feel about 
equally good “big” and “small” 
agencies, and their nearness to 
headquarter cities, will be revealed 
in a succeeding article in this 
series. 


Irvington Retains Wehner; 
Suto Named to Agency Staft 
Wehner Advertising Service, 
Newark, has been retained to 
handle the advertising of Irving- 
ton Steel & Iron Works of New 
Brunswick, N. J., engineer, fab- 
ricator and erector. Trade publica- 
tions and direct mail will be used. 
Frank C. Suto Jr., formerly 
with Don Heinrick Advertising 
Agency, Salow & Reidl Advertis- 
ing Agency and Ronson Art Metal 
Works, Inc., has been named an 
account executive of Wehner. 


Increases Heirloom Budget 


Oneida Ltd., Oneida, N. Y., re- 
ports its advertising budget on 
Heirloom sterling silver will be 
about 50% greater in 1949 than 
last year. Full-color ads will ap- 
pear in Better Homes & Gardens, 
Bride’s Magazine, Harper’s Bazaar, 
House Beautiful, House Beautiful’s 
Guide for the Bride, House & Gar- 
den, Ladies’ Home Journal, Made- 
moiselle’s Living and Vogue. J. 
Walter Thompson Co., New York, 
is the agency. 


Two Join Fawcett 


Fred C. White, formerly on the 
sales staff of Mademoiselie and 
Screenland Unit, and Clement A. 
Risk,‘ formerly with Parents’ 
Magazine in Chicago, have joined 


the sales staff of Fawcett Women’s 


39 


Group. Mr. White will cover New 
England, and Mr. Risk will work 
in Fawcett’s Chicago office. 
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MANDELL MFG. CO. 
356 W. Ohio St. SUperior 7-0545 


CHICAGO 10, ILL. 


Mr. Jamison is never up a tree... 


Weed 


for most of them. 


on their rate structures. 


It’s not just the special services they perform 
...nor all the time they sell —it’s both that 


make Weed and Company men, like 


Mr. Jamison, so valuable to their 


radio and television clients. 


san francisco . 


radio and television 
station representatives 


new york -« 


boston . 


atlanta 


chicago . 


Our Mr. Jamison is a man of infinite resource. 


Like all Weed and Company representatives, he welcomes 
the problems of his stations...and (like all Weed 


and Company representatives) he finds excellent solutions 


Mr. Jamison helps his stations plan their advertising and 
promotion (and occasionally he writes it for them). 

He helps them keep their availabilities and program 
information up to date. He helps them analyze their own 
markets. He keeps them informed on what the 
competition is doing. He advises them on network affiliation. 


And sometimes he even makes recommendations 
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Despite Markdowns, 
Butler Bros. Shows 
Sales Gain for 1948 


Cuicaco—Although markdown 
losses were “abnormally heavy” 
during the last quarter of 1948, 
Butler Bros. has achieved sub- 
stantial progress in raising sales 
and operating profits, G. R. Her- 
berger, president, announced in 
the company’s annual report. 

Markdown losses were suffered 
on items discontinued in a new 
company program to shorten lines, 
and also because of declining price 
trends, Mr. Herberger said. Tex- 
tile merchandise was particularly 
hit by declining prices. 

Consolidated sales for °48 were 
$153,428,422, a 12.3% increase over 
the °48 volume of $136,645,169. 
Butler’s wholesale houses ac- 
counted for the bulk of the sales 
to affiliated independent retail- 
ers, with $126,846,981, while the 
company’s own retail stores ac- 


Free 


BOOK SHOWS- 


“How to Build 
Profitable 
National 


Distribution 


without... 


© Costly consumer advertising 
@ Conventional jobber-dealer setup 
© Theexpenseof salesmen’s salaries 


This realistic exposition of the only 
low-cost, short-cut to national sales 
describes the method now used by 
such successful companies as: 


Company Estimated Annual Soles 
Real Silk Hosiery Mills . . . $15,000,000.00 
Davis Paint Company ... 5,000,000.00 
Knapp Brothers Shoes.... 15,000,000.00 
Master Garment Company. 2,000,000.00 
J. B. Simpson Tailoring ... 10,000,000.00 
Stark Brothers Nurseries... 10,000,000.00 


These are but a few of the 6,000 
firms who used this sales method in 
1948 to sell over a thousand different 
products and services—to the tune 
of $5 billion gross sales. 


This booklet has helped hundreds 
of small manufacturers grow big— 
scores of large manufacturers in- 
crease sales volume. It shows a low- 
cost way to overcome prohibitive 
distribution costs . . . provides an 
answer to today’s increasing con- 
sumer resistance at point of sale . . . 
tells why independent distribution 
is the best possible solution to your 
sales problems . . . and shows you 
how you can take immediate steps 
to tap this lucrative big market at 
little expense. 

Learn the profitable secret 6,000 
direct-selling companies use to gross 
annual sales of over $5 billion! Send 
today for your complimentary copy 
of the informative booklet, ‘“‘How 
to Build National Distribution 
Quickly.”” Find out whether your 
product is adaptable to the direct 
selling field. If it is—and we'll tell 
you frankly one way or the other— 
you'll be amazed at the ease and 
speed with which you can build a 
national sales organization. (Many 
do it in 60 days!) Write on your 
letterhead for your complimentary 
copy today! 


OPPORTUNITY 
MAGAZINE 


GATEWAY TO A $5 BILLION MARKET 
28 E. Jackson Bivd. Chicaco 4. Illinois 


counted for $26,581,441 
Consolidated operating profit last 


in sales. 


year was $1,493,027, compared 
with a °47 operating loss of $3,- 
856,892. 


s Butler is working hard to de- 
velop a stronger, more effective 
selling operation in both whole- 
sale and retail divisions, the pres- 
ident said, including stronger sales 
promotions in wholesale houses 
and retail stores, and expansion of 
the wholesale field selling organ- 


ization. Its policy of shortening 
lines and eliminating slow-selling 
and unprofitable merchandise was 
carried out in all departments, 
Mr. Herberger said, in order to 
“reduce markdown hazards, in- 
crease inventory turnover and en- 
able us to give better time service 
in filling customers’ orders by 
carrying deeper stocks of items 
in good demand.” 

The chain operator is expand- 
ing its retail operations in Cali- 
fornia, where four Scott stores 


were opened last year and where 
locations have been selected for 
six additional variety stores this 
year. Besides its own Scott and 
Burr stores, the company sells to 
franchised Ben Franklin and Fed- 
erated stores. 


Gorman, Eckert to Gibbons 


J. J. Gibbons Ltd., Toronto, has 
been named to handle the advertis- 
ing of Gorman, Eckert & Co., Lon- 
don, Ont., maker of Club House 
jelly powders, spices, etc. 
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Appoints Graham Agency 

Arrow-Hart & Hegeman Electr - 
Co., Hartford, has appointed Hug , 
H. Graham & Associates, Ney 
Britain, Conn., to handle its adve: - 
tising. 


To Wilhelm-Laughlin-Wilson 


Civil Engineering, published | 
the American Society of Civil E 
gineers, New York, has appoint: 
Wilhelm-Laughlin-Wilson & Ass 
ciates, New York, to handle its a: 
vertising. 
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Gardner Appointed V. P. 


H. S. Gardner has been named 
e vice-president of Meldrum & 
lewsmith, Cleveland agency. He 
will specialize in f advertising 
end packaging and will serve as 
zccount executive on Durkee 
}'amous Foods and Sealright. 


joins Gotsch & De Ville 


Harold O. Johnson, formerly 
with Malcolm-Howard Agency, 
has been appointed production 
manager of Gotsch & De Ville Ad- 
vertising Agency, Chicago. 


Remington Names Bobley 


Bobley Co., New York, has been 
named to handle the advertising 
of Remington Radio Corp., White 
Plains, N. Y., maker of Rembrandt 
video and FM sets. Newspapers, 
outdoor, magazines, direct mail and 
business newspapers will be used. 


Ferguson Joins Stahl 

Martin J, Ferguson, former head 
of the design bureau of T. Eaton 
Co., Toronto, has joined Gerald 
Stahl Associates, New York, indus- 
trial designer. 


White Rock Names Thompson 


T. G. Thompson, former director 
of market research of Hoffman 
Beverage Co., Newark, N. J., has 
been appointed vice-president and 
director of White Rock Corp., New 
York, and its subsidiary companies. 


Equitable Names Parkinson 

Equitable Life Assurance So- 
ciety of the United States has ap- 
pointed C. V. Parkinson Associ- 
ates, Manhasset, L. I., to conduct 
an expansion of its national news- 
paper advertising. 


Mortemp Appoints Walsh 


Walsh Advertising Co., Toronto, 
has been named to direct the ad- 
vertising of Mortemp Co. of Can- 
ada Ltd., manufacturer of a new 
furnace, the entire heating unit of 
which is installed in the chimney. 


Root Appoints Long Agency 

W. H. Long Co., York, Pa., has 
been appointed to handle the ad- 
vertising of B. M. Root Co., York, 
specialist in woodworking and bor- 
ing machinery. Trade publications 
and direct mail will be used. 


HIS scene is typical. The whole family work- 


ing together, using Household as a guide. 


For Household is a 


appealing to Pop, Mom, and kids alike. 
Then, too, Household hits straight at the dig- 


family market—small 


Household parents average over two children 


per family!) 


whole-family magazine— 


cities and towns. (Big? 


intluence 


' WITH WHOLE FAMILIES... 


Most important to you, these are buying families 
—they have more to buy with than ever before. 
And Household spurs their buying ... with Idea- 
Planned editorial features ... more than 255 
“buy-ideas” per issue! 


Add ’em up—family interest, family size, fam- 
ily buying power—and you get family influence 
that counts. Count on Household! 


(— 


wed / 


| = 


UME wa , 


| HOUSEHOLD + 


More than 200 new accounts since new House- 
hold format! 


. Advertising revenue up almost a million ‘dollars! 
Household now in $2,500,000 to $3,000,000 class! 


As much four-color advertising in one Household 
as used to run in six! 


Circulation over 2,000,000! 


Compare Household’s cost per page per 1,000— 
$2.40 for black and white, $3.20 for four colors! 


Advertising revenue up more than 35% in 1948 


over 1947! 


~ 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine 


41 


IN GREATER 
TORONTO... 
CANADA'S 
RICHEST 
MARKET... 


more than 


80% 
of the families 
read the 


TORONTO “§ 
DAILY 
STAR 


NOW OVER _ 


360,000 


Coples Dally | 


80 King St. West, Toronto _ 


University Tower Bidg., Mentreal 
In U. S. — Ward-Griffith Inc. 
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Gets Pencil Account 


A. T. Cross Pencil Co., Provi- 
dence, R. I., maker of gold and sil- 
ver mechanical pencils, has ap- 
pointed Louis Robert Korn & Co., 
Boston, to handle its advertising. 
The company has started a drive in 
Glamour, Mademoiselle and Vogue 
and will use a quarter page in four 
colors in the June Holiday. Trade 
publications and direct mail also 
will be used. 


Joins Headley-Reed Co. 


Herbert L. Bachman, assistant 
to the director of market research 
and manager of TV research, ABC, 
has been named head of the newly 
created research department of 
Headley-Reed Co., New York, ra- 
dio station representative. 


NBC's TV Network Will 
Number 33 Stations Soon 


National Broadcasting Co.’s tele- 
vision network will include 33 
operating stations by May 15, net- 
work officials in New York have 
announced. Its most recent addi- 
tions are WGAL-TV, Lancaster, 
Pa., due on the air April 1, and 
WDEL-TV, Wilmington, Del., due 
on the air May 15. 

NBC is associated with 28 oper- 
ating television outlets, 16 of which 
are interconnected. 


To Jasper, Lynch & Field 


Talk of the Town, Inc., New 
York, women’s fashions, has ap- 
pointed Jasper, Lynch & Field, 
New York, to handle its advertis- 
ing. 


BSE hinds bet 


| 


Ad Censorship 
by ‘L. A. Times’ 
Pays Dividends 


Los ANGELES—Despite the fact 
that the Los Angeles Times has 
intensified its censorship of classi- 
fied advertising repeatedly since 
it inaugurated the policy, classi- 
fied linage figures show the Times 
has been able to maintain a leading 
position in this classification. 

Most newspapers censor ads ap- 
pearing in the classified pages. 
The Times lays emphasis upon it 
and now boasts some 600 regula- 
tions to which ads must conform if 
they run. The rules covering the 
automotive classification (includ- 
ing the code of the Los Angeles 
Newspaper Publishers Association ) 
cover eight typewritten pages, sin- 
gle spaced. 

Not that the Times believes 


classified advertisers as such are 
dishonest. As William Spaulding, 
assistant classified advertising 
manager, puts it: “Unfair and mis- 
leading advertising usually is the 
result of the competitive urge, 
which is intensified by a very 
small minority who deliberately 
engage in sharp practices.” 


we The paper originally decided on 
a stringent censorship to protect 
readers and hold their confidence 
in all advertising. The visions of 
lost revenue as a result of the pol- 
icy, however, have not been .real- 
ized, and the measure shows signs 
of achieving the objectives. 

The code is specifically set up 
to cull illegal, obscene, blasphe- 
mous and misleading advertising. 
For example, Los Angeles has an 
over-abundance of rental agents 
who agree to get a home or apart- 
ment for a fee paid in advance. 
Frequently, they don’t produce 
satisfactory results. The Times, 
therefore, refuses to accept ads 
from any person or firm which 
collects its fee before producing a 


‘Reach the cream of 


the 5-billion-dollar 


sports market 


through... 


NATIONAL TURF DAILIES 


A group of eight newspapers consisting of The Morning Telegraph 
(New York), The Cincinnati Record and Daily Racing Form 
(New York, Chicago, Los Angeles, Houston, Miami and Toronto) 


CHECK FOR YOURSELF! 
1948 Official Paid Attendance Figures 


Racing 


Major League Baseball 
National and All-America ona te 
National Hockey League 

Madison Square Garden Basketball . 


Pro Football — 


25,257,337 
20,920,842 


3,281,709 
2,518,042 
960,441 


Buying Power of National Turf shitied Readers 


.. 16.3% 
42.2% 


Own automobiles 
Own their own homes 


Professional executives 


Income of $5,000 and 


Travel (at least one trip per year) 


up 


44.5% 
34.2% 
86.8% 


NATIONAL TURF DAILIES are sold at and cover all 77 major race tracks 
in the United States. They are published in New York, Chicago, 

Los Angeles, Miami, Cincinnati, Toronto and Houston. Advertising 
space can be purchased as a group or by individual publication. 


Average Daily Net Paid ABC, Quarter ending Sept. 30, 1948...Saturdays 


216,842, Mondays 204,778, Tuesdays to Fridays inclusive 156,667. 


For further information 


consult Standard Rate 


& Data (Magazine Section) 


or Leo Waldman, NATIONAL TURF DAILIES 


343 West 26th Street, 


New York 1, New York 


Write for National Turf Dailies Information Booklet 
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residence acceptable to the clien 
As a result of growing distrust « / 
used car advertising, the Tim: ; 
cracked down hardest on th; 
classification. All ads must conta: , 
the name of the car, model, boc 
type and year. The statements “a - 
most” or “nearly new” and t! > 
words “more” and “most” are pr: - 
hibited, as are any references ‘> 
past owners. 


e Advertising of cars to sell fir 
less than wholesale prices is nt 
accepted, and the automobile Bl: e 
Book is used as a guide. Despi'e 
the bulky rule book for censor- 
ship, sharpies continually think up 
new evasions; the censors put the 
new items on the blacklist just 
as regularly, and “shop” an ad 
if there is a question about iis 
legitimacy. 

Violators (and classified readers 
are urged to phone in their names) 
are tagged and refused use of the 
classified columns until the censor 
is convinced that the violation has 
ceased and will not happen again. 
All insertions are checked against 
the blacklist. 

The Times has no objection to 
coded ads which frequently are 
offered to the newspaper, and runs 
them regularly even if they are 
recognized as a code. The pre- 
caution of getting full information 
on the person inserting the copy 
is taken, however, in case the po- 
lice or FBI is interested. 


ws Offerings of service or merchan- 
dise require that the person mak- 
ing the offer identify himself as a 
dealer, retailer, merchant or pri- 
vate party. The terms “wholesale 
prices,” “factory prices” or similar 
terms are forbidden on the premise 
that anything sold to the public 
is sold at a profit, and that there- 
fore the price must be greater 
than that paid by the advertiser to 
the factory or the wholesaler. 

“Fire sale” is out unless the ad- 
vertiser has a license from the 
police department, and “free’’ is 
rejected. However, the phrase 
“without additional charge” is per- 
mitted. 

Business opportunities are scru- 
tinized carefully, and full infor- 
mation about the business offered 
is required—on the grounds that 
the average person, with limited 
capital, must be protected from 
unscrupulous promoters. Offerings 
calling for large investments some- 
times are run with limited infor- 
mation, however, because of the 
belief that the large investor 
should be shrewd enough to pro- 
tect himself. 

In addition to the censorship 
operations, the classified readers 
regularly exchange information 
with the Better Business Bureau, 
and censorship regulations are reg- 
ularly reviewed by both organi- 
zations jointly. 

A good example is the adver- 
tising of “lonesome hearts” or 
“friendship” clubs. Many papers 
turn down such advertising. The 
Times made an intensive investi- 
gation of the situation and, con- 
vinced that decent people want it, 
now accepts such ads—after the 
clubs get a clean bill of health 
from the BBB or other inves'i- 
gatory bodies. 


Wonder Bread Drive Started 


Continental Baking Co., New 
York, is launching its 1949 drive 
for Wonder bread with 1,000 aid 
600-line ads in 154 newspapers 
throughout the country. Selective 
announcements are scheduled in 
about 90 markets and 24-sh:e! 
posters will be used. Ted Bat°s, 
Inc., New York, is the agency. 


ABC Shifts Sales Staff 


Wylie Adams, ABC accoin! 
executive in charge of commerc 4! 
network expansion, has been tra):s- 
ferred to the New York televis 0 
sales staff. Named to fill his f:r- 
mer post was Richard Hogue, 0! 
Ra-Best Features, radio-TV p!0- 


ducer. 
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Rail Federation Has 
‘Trial’ and Airlines 
Win over Railroads 


New YorK—The enthusiasm at 
he second anniversary dinner of 
he Federation for Railway Prog- 
ress here was slightly dampened 
»y a televised mock trial on “Rail 
vs. Air Travel: Which Is More 
Advantageous?” Air won. 

Air was defended by Capt. 
dward V. Rickenbacker, president 
of Eastern Airlines, and Sigmund 
Janas, president of Colonial Air- 
lines. Testifying for railroads were 
Walter Weir, president of Walter 
Weir, Inc., advertising agency, 
and A. C. Kalmbach, publisher of 
Trains and Model Railroader. 

James M. Landis, former chair- 
man of the Civil Aeronautics 
Board, was counsel for air travel, 
and William C. MacMillen Jr., 
member of the federation’s ad- 
visory committee, represented the 
railroads. The judge was F. W. 
H. Adams, former U.S. attorney. 

Thomas J. Deegan Jr., vice- 
president of the Chesapeake & 
Ohio, and president of the federa- 
tion, presented awards to Robert 
F. Vanderpoel, financial editor of 
the Chicago Herald-American; 
Warren E. Walsh, a conductor on 
the Pennsylvania Railroad, and to 
the Atchison, Topeka & Santa Fe. 
A special award went to Drew 
Pearson, columnist and commenta- 
tor, for originating the “Friend- 
ship Train.” 

Robert R. Young, founder and 
chairman of the federation, urged 
a federal law to prohibit reelection 
of federal office holders and to 
compel members of Congress to 
live up to their campaign prom- 
ises. 


Curtis Transfers Small 


Lee W. Small has been trans- 
ferred from the Chicago staff of 
Holiday to the Chicago advertis- 
ing staff of Ladies’ Home Journal, 
effective April 1. Both are Curtis 
publications. Donald A. Hammer, 
formerly Chicago zone manager in 
the merchandising department of 
Time, Inc., has joined the Chicago 
advertising staff of Holiday. 


Rambeau Names Devney V. P. 


Edward J. Devney has been 
named vice-president of William 
G. Rambeau Co., radio station rep- 
resentative, New York. He for- 
merly was on the New York sales 
staff of Headley-Reed Co. 


395,985 


SUNDAY TIMES 


On Sunday, February 27th, the 
St. Petersburg Times had 55,585 
net paid circulation. On Friday, 
February 25th, the net paid cir- 
culation was 49,390. These are 
new all-time records for this 
aggressive fast-growing news- 
Paper in Florida's fastest grow- 
ing city. 


St. Petersburg is now a city of 
more than 100,000 resident 
population, plus the biggest 
tourist population in the city's 
history. To cover this dynamic 
market, be sure to use — 


ST. PETERSBURG, FLORIDA 
TIMES 


Represented nationally by 


Theis & Simp Company, Inc. 


New York « Chicago e Detroit « Atlanta 


Iaily Sunday 


in Jacksonville by V. J. Obenauer, Jr. 


HIX CLICKS—Sid Hix, right, Chicago advertising cartoonist, signs off a chalk talk 
at the Fort Wayne Advertising Club with a caricature of himself, as J. L. Richard- 


son, left, vice-president of the club, 


and J. F. Bonsib, secretary, watch. 


To Brisacher, Wheeler 


Wilkil Pest Control, Inc., Los 
Angeles, has named Brisacher, 
Wheeler & Staff, Los Angeles, to 
handle its advertising. Products 
to be advertised are Wilkil and 
Spra-kill insecticides. 


Francom Appoints Bergman 


Raymond L. Bergman, formerly 
promotion manager of Station 
KSL, Salt Lake City, has been ap- 
pointed radio director of Francom 
Advertising Agency, Salt Lake 
City. 


Ayer Directory Shows 445 
New Publications 


According to the new 1949 edi- 
tion of the N. W. Ayer & Son’s Di- 
rectory of Newspapers and Period- 
icals, 445 new publications were 
started in 1948 and 18 of these were 
magazines of general circulation. 
The number of newspapers, both 
daily and weekly, was increased 
by 307. 

The number of subscriptions 
and newsstand sales of the period- 
icals reached a total of 229,000,000 
per issue, according to the direc- 
tory. Daily newspapers reached an 
all-time high circulation per issue 
of 52,097,872. 


Seven Appoint Mace Agency 


Mace Advertising Agency, Peoria 
and Quincy, Ill., has been named 
to direct the advertising of Chit- 
tenden & Eastman Co., Burlington, 
Ia., furniture manufacturer; John 
W. Hobbs Corp., Springfield, I1., 
engine meters; Zimmerman Weld- 
ing & Mfg. Co., Eureka, Ill., farm 
equipment; Temp-Control, Inc., 
Peoria, air conditioning equipment; 
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R. Cooper Jr., Inc., Peoria, ap- 
pliance distributor; Station WD2Z, 
Tuscola, Ill., and Illinois State 
Journal & Register, Springfield. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars to 
spend! If you have food, drinks, cos- 
metics, liquor or any other products 
to sell, the best way to reach the Ne- 
gro is through the Negro papers and 
magazines he reads with interest and 
confidence. Advertising. in these pa- 
pers pays big dividends, for the Amer- 
ican Negro is the most loyal customer 
in the world. For full information of 
this great market, write today to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., N. Y., serving America’s 
leading advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 


the only study of Its kind ever made. Write now » 


for this free information, 


Write for 


your copy 
TODAY! 
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REACH THE 


WITH THE EDITORIAL FORMULA, 


The original magazine of its kind still leads 
in this big, result-producing magazine field 


The unique editorial pattern of Popular Mechanics, con- 
ceived by H. H. Windsor, Sr., and widely copied, has 
been attracting inquisitive, exploring, creative male 


minds since 1902. 


Other Popular Mechanics fiysts; Circulation, advertising 
linage, advertising revenue, pages of editorial content. 
And Popular Mechanics is first in the field to publish 


internationally circulated foreign language editions. 
* * * 


er pays to put Popular Mechanics on 
your schedule. Your advertising gets more 
readers per thousand circulation in Popular 
Mechanics because our readers —having 
the “P.M. Mind”—read ads deliberately. 
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REVIEW 


OF THE WEEK 


HORMEL ON ABC—Clyde Scott, manager of KECA; Jay Cc. Hormel, chairman of 


George A. Hormel & Co.; Ben Hormel and Frank S 


PHOTOGRAPHI 


MAP BOND PROMOTION—The National Newspaper Promotion 
Association’s advisory group meets to discuss promotion of the 
savings bond drive with Treasury officials. Left to right are 
Vernon Clark, director of the savings bond division, Treasury 
Department; Arno Johnson, research director, J. Walter Thomp- 
son Co., who spoke to the group on the nation’s economy; Jack 


of ABC’s 


western division, examine the good luck coins given away as part of the promotion 
of “Girls’ Corps,” Hormel’s musical program, which started March 5 on the ABC 


network. 


_ fied ad manager, look over one of the 


CHICAGO TYPOGRAPHY WINNERS—Three of the award winners in the Society of 

Typographic Arts’ 22nd annual Exhibition of Design in Chicago Printing, now on 

view at the Art Institute of Chicago, are the two newspaper advertisements, top, 

and the series of broadsides below. Upper right: Easter, designed by Francis Foley 

for Marshall Field & Co.; upper left, Winging South Now, designed by Shirley 

Spackey for Carson Pirie Scott & Co.; lower picture, Look at Levelcoat, designed 
by Everett McNear for Kimberly-Clark Corp. 


OUNCIL PROJECT—Theodore S. Repplier, president of the 
dvertising Council, and Charles G. Mortimer, General Foods 
ce-president and council chairman, have a look at the 24-sheet 
aster installed in the concourse of the Union Station, Washing- 
‘on, D. C. The poster, a public service job of the Ad Council, 


CLASSIFIED LEADER—Norman Chandler, 
left, president and publisher of the Los 
Angeles Times, and O. L. Hurlbert, classi- 


Times’ classified sections which last year 

carried more ads than any other paper 

in the world. Ad count for 1948 was 

2,324,565, a gain of 948,532, or 68% 

over 1947. Linage gain was 5.174,256, 
or 125.3% over 1947. 


Butler, Houston Chronicle; Fred Lowe, Pittsburgh Post-Gazette; 
Edward H. Foley Jr., Under Secretary of the Treasury; Lyman 
Armes, Boston Post; Frank Knight, Charleston Gazette; Raoul 
Blumberg, Washington Post; Vernon Churchill, Journal, Port- 
land, Ore.; Mel Barker, Chicago Sun-Times, and Frank Hubbard, 
Gary Post-Tribune. 


“Re MOT ae 
: - 
) 


Sf 


WORDS AND MUSIC—Bill Neal, right, of Liller, Neal & Battle, Atlanta agency, 
goes over the music for the radio spots used by Brock Candy Co., Chattanooga, 


with Phil Cook and Margaret Johnson. The “Stop where you are, buy a Brock 
candy bar” jingle is being aired on 88 stations from Washington to Texas and 


‘LITTLE WOMEN’—Latest greeting card 

doll personalities of Hall Brothers, Kansas 

City, are Meg, Jo, Beth and Amy, based 

on the heroines of the Alcott classic and 
the forthcoming M-G-M movie. 


the beffer 


we live” 


was erected through arrangement with General Outdoor Ad- 
vertising and, according to Burr L. Robbins, executive vice- 
president of GOA and a member of the council’s board, it will 
be given prominent showings on outdoor plant locations 
throughout the country. 


Florida to Ohio. 


jee Bebe E* 4 
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EYES FOLLOW—In this Calvert Distillers display, now distributed nationally, a 
concave embossed face seems to follow the onlooker, meeting the obServer’s gaze at 


any point. 


CLEVELANDERS SEE IT WORK—A working model of the proposed 130-mile con- 
veyor belt project from East Liverpool, O., to Lake Erie was demonstrated at a 
meeting of the Cleveland Adclub by Noel Mitchell, right, vice-president of the 
Akron, Canton & Youngstown R. R., which would operate the conveyor belt. In the 
picture are, left to right: Grant Stone, ad director of the Cleveland Press and club 
president; F. T. Magennis, vice-president of Goodyear Tire & Rubber Co., which 
would make the belting; E. J. Thomas, Goodyear president, and Mr. Mitchell... 
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General Mills Opens 
Campaign in West 
for 3 Cake Mixes 


(Picture on Page 1) 

MINNEAPOLIS—General Mills is 
entering the highly competitive 
cake mix market this spring with 
its own versions of chocolate and 
white prepared mixes—Betty 
Crocker PartyCake mix and devil’s 
food cake mix. It has just broken 
an introductory advertising sched- 
ule on the West Coast for the two 
mixes and the recently introduced 
GingerCake mix. 

Both PartyCake and devil’s food 
mixes, unlike most competing 
mixes, require addition of fresh 
eggs by the homemaker. Each 
package contains directions for 
making a variety of icings for the 
cakes. The PartyCake mix has 
been prepared for white, spice and 
yellow cakes. 

Full-page insertions in 51 news- 
papers on the West Coast, head- 
lined “Men are beating their wives 


SALES COUNT 


eres your 
Market! | 


A market with no visible 
saturation point! 


What a contrast to the goods- 
saturated urban territory is 
NAS-Land, that great grass 
roots area of small towns 
and farms served by 
Hometown Weeklies! 


Here is a market with a 
tremendous sales potential 
... for a tremendous 
variety of goods! 


A recent Crossley survey 
showed NAS-Land families 
as able and likely to buy 
paint, floor coverings, radios, 
furniture, bathroom fixtures, 
sewing machines. .. and 
electrical appliances galore! 


Reach this constantly rising 
market the easy, quick 


NAS way, using 5 or 5,000 
Hometown Weeklies. 
Circulation custom- 
complete. Readership TN 
is terrific! A) 
WRITE FOR DETAILS o 


tailored to your exact 


needs. Coverage is 
ADVERTISING 


SERVICE, Inc. 


222N. 
70 45th St, New York 17 
409 Griswold St.. Detroit 26 


ee 


—in cake baking contests from 
coast to coast,” features the three 
prepared mixes. The three actually 
have been in West Coast markets 
since early February, but with 
very little fanfare. 


s In conjunction with these, Gen- 
eral Mills has developed a new 
Betty Crocker icing service, and 
complete icing recipe lists are in- 
cluded in each package, printed 
on special moisture-proof glazed 
paper. By varying four basic types 


and using them with the three 
PartyCake variations, it is possible 
to make as many as 64 different 
cake and icing combinations. 
General Mills spent four years 
in developing the two new mixes, 
company officials pointed out. 
Thousands of cakes were baked 
in consumer tests started in 1944 
before suitable mixes were found. 
Then followed additional consumer 
testing—including the man and 
wife teams mentioned in the ads. 
National advertising and full 


market saturation won’t be com- 
pleted until early summer. A 
schedule of newspaper and maga- 
zine advertising will break then. 
The products are manufactured at 
General Mills’ Buffalo, N. Y., 
package food plant. 

Dancer-Fitzgerald-Sample, New 
York, is the agency for the new 
cake mixes. 


Four A’s Chapter Names 3 


New members of the board of 
governors of the Northern Cali- 


fornia chapter of the Four A’s in- 
clude Ford Sibley, San Francisc 
manager of Foote, Cone & Beld- 
ing; Edward A. Merrill, San Fran 
cisco manager of Young & Rubi 
cam, and Ross Ryder, president o 
Ryder & Ingram, Oakland. 


Wine Board Names Heckinge 


L. H. Heckinger, formerly i: 
the San Francisco office of Foote 
Cone & Belding, has joined th. 
California Wine Advisory Boar 
He will be in charge of the Kansa 
City office. 


C. 


type of equipment. 


BW adver tiser is wis 


THE FoRD MOTOR COMPANY, and many other makers of trucks, 
trailers and tractors, have been long-time, consistent advertisers 
in Business Week. The reason is as simple as ABC: 


4 Business and industry are among the largest buyers of this 


BW reaches a higher concentration of Management-men 
... executives who make or influence buying decisions of 
business and industry ... than does any other general busi- 


ness or news magazine. 


Advertising dollars invested in BW “work harder”... pro- 


duce more. 


FIRST... 


1. 


BUSINESS WEEK PREFERRED...AGAIN IN 1948 


Most other advertisers whose goods or services are sold to busi- 
ness and industry, have found that Business Week sells. So, again 
in 1948, Business Week for the first six months led all the general 
business and news magazines: 


In page volume of business goods and serv- 
ices advertising. Total: 1762 pages. 


FIRST... 


2. 


In number of business goods and services ad- 
vertisers. Total: 648 advertisers. 


FIRST... 


3. 


In number of exclusive accounts in the busi- 
ness goods and services classifications. Total: 


307 accounts. 


If your firm sells to business and industry, remember this about 
Business Week — 


WHEREVER YOU FIND IT, YOU FIND A 
MANAGEMENT-MAN...WELL INFORMED 


ae ey esi ee Sas ie 
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Lorentzen Appoints Chirurg 


James Thomas Chirurg Co., Bos- 
ton, has been named to handle the 
advertising of Lorentzen Hard- 
ware Mfg. Corp., New York, man- 
ufacturer of Levolor Venetian 
blind tilter and other Venetian 
blind hardware. 


Fisher to Hirshon-Gartield 


Hirshon-Garfield, Boston, has 
been named to handle the adver- 
tising of Fisher Mfg. Co., Fisher- 
ville, Mass., loomer of gray goods 
of combed cotton colored yarns. 


Gets Paint Account 


Conley, Baltzer, Pettlar & Stew- 
ard, San Francisco, has been ap- 
pointed to handle the advertising 
|of Frank W. Dunne Co., Oakland 
|paint manufacturer. Consumer 
magazines and newspapers will be 
used. 


Marquis Transferred 


Harold H. Marquis, vice-presi- 
dent of West-Marquis, Inc., has 


Los Angeles office to the San Fran- 
cisco office. 


been transferred from the agency’s 


Two Name Wagenvoord 


Fred W. Wagenvoord has been 
appointed general manager of Sta- 
'tions KCRG and KCRK, Cedar 
Rapids. He has been associated 
‘with WJIM, Lansing, Mich., 
WKBZ, Muskegon, Mich., and 
WVLK, Lexington, Ky. 


Walther Names Westbrook 


W. W. Westbrook, formerly a ; : 
national advertising representative A. R. McCandlish, president of 
of the New Orleans Item, has been |th€ company, announced that 
/named sales promotion manager of | Prizes totaling $1,350 will be 
| Walther Bros., New Orleans. | awarded to the artists who design 


McCandlish Starts 
12th Poster Contest 


PHILADELPHIA—The emphasis will 
swing to cigarets this year in com- 
petition for the McCandlish 
Awards for 1949, 12th annual 
poster design contest sponsored by 
McCandlish Lithograph Corp 


Autocar Company ow 

Chrysler C, Lindsa | 

Ford Motor ca, "8H Reyna al Co hd 

Fruehaut Trailer Co. Studebaker Corp. . ies) 

General Motors Corp. (Chevrolet Siesta Willys-Overland Motors, Inc, (Jeep Trucks) 


COMMERCIAL TRUCKS AN 
5 Years or More in 


[international Harvester Co 
Source: Publishers’ Ink 


D VEHICLES* 


(International Trucks) 
ormation Bureay analysis, 


the best 24-sheet posters advertis- 
ing any brand of cigarets they 
choose. Entries will be accepted 
until April 30, with the judging to 
|follow shortly thereafter. 

| Judges for the °49 competition 
‘include Lester Beall, artist; Henry 
|Gorski, advertising manager, P. 
|Ballantine & Sons; Edward Gra- 
/ham, art director, J. Walter 
|Thompson Co.; Barney Schultz, 
art director, Biow Co., and Mark 
B. Seelen, vice-president, Outdoor 
Advertising Inc. 


Rogers Names Clark V. P. 


John H. Clark, who retired in 
1942 as general sales manager of 
the plastics division of Monsanto 
Chemical Co., Springfield, Mass., 
has taken the position of vice- 
president in charge of sales of 
Rogers Plastic Corp., North Wil- 
braham, Mass. 


To Grant & Wadsworth 

Grant & Wadsworth, New York, 
has been appointed to handle the 
advertising of Arrow Fastener Co., 
Brooklyn, manufacturer of Arrow 
staplers, staples and hand tackers. 


~ AMERICA’S 


BANNER VALUE 


oO 
Jee 
te 


SHOWROOM 
BANNERS 


LOW PRICES even in SMALL 


QUANTITIES 
° 
DELUXE QUALITY 


@ YOU'LL find that Richcloth 
Banners stay up longer in 
dealers’ showrooms and win- 
dows. That's because Rich- 
cloth permanently impregnates 
your message, design or 
trademark . . . even your 
dealer's name . . . in rich, 
raised cloth lettering on a 
gleaming satin background. 
And you can buy as few as 
25 without excessive cost. 
Mail coupon for details, prices 
and samples. 


* WON'T CRACK OR PEEL 
* RAISED CLOTH LETTERING 


* EASILY 
CLEANED 


* LONG 
LASTING 


terse, “We 
aiesme” 
‘eroils . 


(Please attach to, or write 
on, your business letterhead) 


MAIL THIS COUPON TODAY! 


RICHCLOTH BANNERS 
Div. Rosco Mfg. Co. 
473 Central Ave., Rochester 5, N. Y_ 


Without obligation, send details, prices and 
samples of Richcloth Showroom Banners. 
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‘Bridegroom’ Will 
Build Altar Ego 


New Yorx—There shouldn't be 
any more nervous bridegrooms 
now that Esquire, Inc.’s Bride- 
groom, “the wedding magazine for 
men,” has made its first appear- 


_ ance. 


The slick 66-page magazine, 
which takes on the appearance of 
a masculine Vogue, tells the 
groom-to-be what to wear, eat, 
drink, where to honeymoon and 
what kind of a house to live in. 

The first spring and summer 
edition of the magazine, which will 
be published semi-annually, con- 
tains 31% pages of advertising. 
Ads are accepted from one depart- 
ment store in each city, designat- 
ing that store as the bridegroom’s 
headquarters. So far 32 stores, 
including Lord & Taylor in New 
York, have set up special bride- 
groom departments. , 

Esquire will distribute Bride- 
groom, free of charge, to about 
100,000 engaged men each year. 


The mailing list is obtained from 
newspaper engagement announce- 
ments. Store advertisers in the 
magazine will receive 25 copies 
to give to customers free. Stores 
must give the names of receivers 
of Bridegroom and pay for those 
copies not accounted for. Copies 
may also be obtained by sending 
in a request on a special form con- 
tained in the April edition of 
Esquire. Bridegroom costs $1. 

Edward T. Sajous is editor and 
William Malone, formerly on Es- 
quire’s executive sales staff, is 
advertising director. 


Ralston Promotes Getlin 

Joseph V. Getlin, cereal adver- 
tising manager of Ralston Purina 
Co., St. Louis, has been named 
sales and promotion manager of 
the cereal division. 


Postle Quits Aircraft Post 

David E. Postle has resigned as 
sales manager of the helicopter 
division of Bell Aircraft Corp., 
Buffalo. No successor has been 
named. 


AT MEREDITH CLINIC—At a preview of the Sarra film, “The Story of a House,” are 

Donald McDonald, account executive, Ruthrauff & Ryan; Ed Sullivan, advertising 

director, Meredith Publishing Co.; Charles A. Reinbolt Jr., advertising manager, 

American Central division, Avco Mfg. Corp., and Earl G. Rodgers, home planning 

center director of J. L. Hudson Co., Detroit. The film was shown at a clinic for 

Better Homes & Gardens home planning center directors during the home builders 
show in Chicago. 


Goodyear Boosts Willmot 
F. G. Willmot, manager of tire 


sales, has been appointed assist-|mamed art director of Knollin 
sales manager of|Advertising Agency, San Francisco, 
Goodyear Tire & Rubber Co. of|succeeding John Hansen, who re- 


ant general 


Knollin Names Mortenson 
Sigurd Mortenson has been 


signed. 
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One test of a fine printing paper is its ability to reproduce 
brilliance and depth in either monotone or multicolor. 
That’s where pick-resistance counts . . 
printing papers excel. For in Levelcoat, a special combination of 
coating materials and base stock provides pick-resistance to 

an exceptional degree. Add this important printing quality to 
Levelcoat brightness . . 
see why, in choosing any printing paper, it’s wise to look at 


Leveleoat. And to pick the paper that’s pick-resistant —for 


For the margin of difference 
that distinguishes your printing... 


Pick the paper 


thats 


| Pick-Resistant 


. smoothness . . 


that margin of difference that distinguishes your printing. 


. and where Levelcoat* 


. runability. You then 
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PRINTING PAPERS 


Levelcoat papers are made in these 
grades: Trufect*, Multifect* and 
Rotofect*. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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Falk Explains 
Visioneering ; 
Signs Hecht Co. 


WASHINGTON—Matthew J. Falk. 
Denver agency executive, told the 
Advertising Club here last week 
that his newly perfected “Vision- 
eering” system enables advertisers 
to control eye-travel over the 
printed page in a pre-determined 
sequence, 

With a rousing send-off by W. 
S. Townsend, originator of the 
Townsend Method of copywriting 
and layout, Mr. Falk promised that 
Visioneering principles would add 
new sales power to advertising by 
keeping the eye in sequence with 
the sales story. 

Mr. Falk is introducing Vision- 
eering service on a cross-country 
trip which includes talks before 
advertising clubs and industria! 
advertising groups in more than 40 
cities. 

His business methods resemble 
the Townsend Method. He sells 
to agencies, advertisers and art 
organizations, training personnel 
in his principles, and offering a 
layout “checking” service. In ad- 
dition, he sells “vision tested” 
sales letters and ads which can be 
adapted to the agency’s or adver- 


tiser’s purposes. 


@ In introducing Mr. Falk, Mr. 
Townsend revealed that he is a 
Falk “customer.” Later, Mr. Falk 
sold Visioneering service to the 
Hecht Co., Washington department 
store, long on the Townsend client 
list. 

Visioneering is used on a find- 
ing that each major geometric fig- 
ure has a predictable impact on 
eye movement. Through pre-plan- 
ned arrangement of figures, “Vi- 
sioneers” promise to prescribe copy 
layouts which control the speed 
and direction of eye-flow, elimi- 
nating “seeing loss.” 

Mr. Falk’s illustrated lecture in- 
cludes motion pictures of tests 
conducted over a four-year period 
at the University of Denver and 
elsewhere illustrating eye move- 
ment in response to a variety of 
major geometric figures. 

Eye-movement was_ indicated 
through the use of contact lenses 
which reflected light onto the 
printed page. The pattern of the 
reflected light was recorded with 
still and motion picture cameras, 
demonstrating the eye-movement 
pattern inspired by each figure. 


w In his “sales” talk, Mr. Falk 
argues that “advertising often 
fails because of a seeing loss. 

“If the eye is fatigued during 
reading time by unnecessary fix- 
ations or movements, the impres- 
sion on the brain is weak. If 
your selling points are outside the 
limits of visual retention they are 
not impressed on the brain.” 

Visioneers plan to have a sell- 
ing organization on a regional ba- 
sis. Their present office is in Den- 
ver. A Chicago branch is planne4, 
and a second branch here is und: 
consideration. 

In addition to Mr. Townsend a: d 
the Hecht Co.,.Mr. Falk numbe’s 
Ruthrauff & Ryan, Seattle, ard 
the Nekoosa-Edwards Paper C»., 
Port Washington, N. Y., among | 's 
clients. Hoffman & York, M'- 
waukee agency, has become te 
first agency licensee. 


@ Mr. Falk has been an agen’y 
owner and advertising designer iT 
20 years. Before setting up \'- 
sioneering, Inc., as a separate ¢ °- 
ganization last October, he w 3s 
partner and art director of Arth 
G. Rippey & Co., Denver. A;- 
sociated with him are Chester Bi ‘- 
ler, in charge of research, 4 4 


Gifford Philips, Denver banker. 
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Copy Challenging 
Slave Labor Charge 


Wins Huge Support 


CaIcaGO—A newspaper ad chal- 
lencing labor attacks on the Taft- 
Hartley Act, originally sponsored 
py the National Small Business 
Men’s Association, had mushroom- 
d last week into the columns of 
ore than 130 newspapers 
‘+hroughout the country. 

The initial copy, headlined “At- 
vention Mr. Green and Mr. Mur- 
ay,” appeared over the associa- 
tion's signature Feb. 2 as a full 
page in the Washington Post and 
half pages in nine other metro- 
politan papers. Pointing out that 
both AFL and CIO leaders have 
alled the statute a slave labor 
aw, the ad invited them to cite 
heir reasons, choosing any of the 
17 principal provisions of the law 
set forth in the copy. 
Executive offices of the as- 
ociation here advised member 
roups that its agency, Schwimmer 
Scott, would arrange scheduling 
pf the copy in their local news- 
papers. Most of the requests came 
rom them, but in addition mats 
vere sought by non-affiliated 
businesses, chambers of commerce 

pnd other organizations asking 
permission to run the ad. Some 
papers offered to run the message 
yithout cost. 
By last week, the ad had been 
ordered in a total of 126 dailies 
and 10 weeklies in 32 states. 


iT&T Income Shows Gain; 
xpenses Outpace Revenue 
Net income applicable to Ameri- 
an Telephone & Telegraph Co. 
stock amounted to $222,416,000 in 
948, compared with $161,188,623 
or the previous year, according 
o AT&T’s annual report to stock- 
olders. While revenues last year 
vere 102% greater than in 1941, 
he last prewar year, expenses 
ave soared 148% during the same 
period, the company pointed out. 
The gain in telephones since the 
ar totals 9,500,000, more than the 
otal gain in 20 years before the 
war. At the end of 1948, 31,400,000 
Bell System telephones were in 
ervice, twice the number ten years 
go, the company said. 


ermont Names Lewis 

Vermont Furniture Co., Winoo- 
ki, Vt., has appointed Lewis Ad- 
yertising, Newark, N. J., to handle 
s advertising. 


1947 PREMIERE SHOW 


Wide acceptance from 


exhibitors and stationery 
buyers 


| 1948 SECOND ANNUAL SHOW 


30% increase in number 
of exhibitors 


| 
| 40% increase in buyer 
attendance 


1949 THIRD ANNUAL SHOW 

| May 15-20 at 
Hotel New Yorker 
Improved display fa- 
cilities and arrange- 
ments for larger 
buyer attendance. 


For information on 


EXHIBIT SPACE 


| write 
| CEORGE F. LITTLE MANAGEMENT 
220 Fifth Avenue, New York 1 


—. 
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Schenley Promotes Clapp 

Jeffrey W. Clapp, vice-president, 
Schenley Industries, Inc., has been 
elected a vice-president and di- 
rector of Schenley Distillers, Inc. 
He will direct activities in the 17 
monopoly states for all sales af- 
filiates of the company. Ted 
Thomas has been promoted to gen- 
eral sales manager of Schenley 
distributors and Murrel J. Ades 
has been named assistant general 
sales manager. 


Portland Jr. Adclub Elects 


Rollie Gable, of Mac Wilkins, 
Cole & Weber, has been elected 
president of the Junior Adver- _ 
tising Club, Portland, Ore. Other i} 
officers elected include: Jack Mey- yy 
er, of House & Leland, vice-pres- 
ident; Betty Lancaster, Hargreaves 
Advertising, 2nd _ vice-president; = 
Joe Bennett; of House & Leland, & 
treasurer, and Sally Selle, House 
& Leland, secretary. 


Maybe you have a product you can sell to the Electric Utility. 


great market! 


Names Radio Representatives 
Station WHAY, New Britain, 
Conn., has named Radio Repre- 
sentatives, Inc., as its national rep- 
resentative. 


ELECTRIC UTILITIES and CENTRAL STATIONS! 


Revised annually — $30 per copy 


McGRAW CENTRAL STATION DIRECTORY 
329 West 41st Street, New York 18, N. Y. 


49 


Electric Utilities provide a first class market for unlimited categories of products. 
Utility purchases include thousands of items — from office furniture to grass seed — from 
groceries for cooking schools to building materials — all types of electrical equipment. 
THEY MAY INCLUDE AN UNEXPECTED MARKET FOR YOUR PRODUCTS! 
The McGraw Central Station Directory provides a complete up-to-date list of all Electric 
Utility Companies and Plants with names and titles of personnel, towns served, 
current characteristics, number of meters, types of prime movers .. . 
a basic need for any direct mail operation directed at this 


7 


... like California without the 


all of Connecticut .. . or Kansas . 
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PY HAT you're looking for is buying power. And there's 
UR FREE co W peed of that in this one part of California than in 
. or Maryland. In 
fact, no one of 26 States can match the Valley's buying 
power. And only five U. S. cities top it in total annual 


Capture The Romance _ But to reach this buying power you need to advertise 
Early California ——— inside the Billion Dollar Valley. Because it’s an inland, 
gutter, Fremont, Martens many other independent market. So schedule the strong local news- 
son—read APOrrrnians in Content. papers—The Sacramento Bee, The Fresno Bee and The 


Modesto Bee. With those three McClatchy newspapers 
you reach far more Valley people than with any other 
combination of newspapers—local or West Coast. 


* Sales Management's 1948 Copyrighted Survey 
ewspapers 


National Representatives . . . O'Mara & Ormsbee, Inc. be sceninne aan bee 
New York * Los Angeles * Detroit * Chicago * San Francisco SS E 
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1,002 Took Ad Exam 


One thousand and two persons 
from 30 states took the third an- 
nual examination for advertising, 
held recently by the American 
Association of Advertising Agen- 


cies through committees in 16 
cities. Last year, 602 took the test. 
When aptitude and knowledge test 
results are obtained, they will be 
sent to these who took the test. 
The Four A’s will release the 
highest scores to agencies and ad- 
vertisers. 


Goodrich Net Sales Up 

B. F. Goodrich Co., Akron, re- 
ports the highest dollar sales vol- 
ume of any year in its history, 
with net sales for 1948 totaling 
$419,798,703. Net sales were $410,- 
180,839 in 1947. 


Jordan to Grant Advertising 
Don Ellsworth Jordan, former 
associate copy director of Paris & 
Peart, New York, has been named 
copy director of Grant Advertis- 


ing, New York. 


is 
Cal 


A copy 
marked 


for YOU! 


You'll see dynamic photo blow-ups 


in effective use, and you'll get the 
“inside” facts about this dramatic 
display medium. 


today — with our compliments. 


Copy Service, Inc. 


STate 2-5977 123 N. WACKER DR., CHICAGO 6 


The ROS 
Giant Print i 
Book — 


Get YOUR copy 


18% of Teen-Age 
Girls Skip Breakfast, 


‘Scholastic’ Finds 


New YorK—Breakfast food com- 
panies might look into the teen- 
age group for new customers. A 
recent survey on the breakfast 
eating habits of junior and senior 
high school students shows that 
18% of the girls and 9% of the 
boys do not eat breakfast on any 
given morning of the school week. 
The study was conducted through 
the Institute of Student Opinion by 
Scholastic Magazine. 

Of the students surveyed, 41% 
of the boys and 46% of the girls, 
among those who reported eating 
breakfast, said they had fruit juice 
on the morning of the survey; 25% 
of the boys and 16% of the girls 
reported eating a cold cereal, and 
24% of the boys and 19% of the 
girls reported eating a hot cereal. 

Reasons for not eating breakfast 
were mainly divided between 
hurry and lack of appetite. 


Dorland Names Rubien V. P. 


Abner J. Rubien, formerly with 
Roche, Williams & Cleary in New 
York and Chicago, has been named 
a vice-president and a member of 
the plans board of Dorland, Inc., 
New York. 


Admen to Meet in Florida 


The Florida Daily Newspaper 
Advertisers Association and the 
Georgia Dailies’ Advertising As- 
sociation will hold their spring 


meeting jointly in Jacksonville, 
May 14-15. 


Advertising Age, March 14, 
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Teleradio Mans Corner 


Always be polite to television office boys. You may be 
working for them ten years from now. No matter that you 
can’t make them out at the moment, that they all seem eager 
beaver, a bit naive in their religious-like faith that television 
will replace all other advertising and/or entertainment me- 
dia. Among the present rabble of hopeful young men pre- 
sumably lurk the great ones, tomorrow’s children. 


Your Teleradio Man ran down a list of advertising agency 
“television directors” recently. Then a day or two later he 
scrutinized the new faculty of a new television academy, 
and the officers of a television executives club, boasting 
that it was already eight years ancient. None of the names 
was familiar and yet there was a blithe, disturbing as- 
sumption among “groundfloorers” that these were per- 
sons of manifest destiny. 


It’s a strange, uneasy feeling for an old radio hand. It 
gives one a turn, like seeing Young & Rubicam advertising 
in trade papers not of its former radio record but of having 
five of the top ten TV entertainments in the house. 


Of course there is some consolation to the older gentry in 
the fact that television’s most popular personality is a ven- 
erable named Milton Berle, a good 41. So it may be that 
even if television revolutionizes everything, some few 4-Fs 
may prove useful. 


But don’t get us wrong. We’re being wry, not scornful. 
It’s been a long time in radio since anybody was as en- 
thusiastic about the medium and its challenge as these 
future celebrities are about video. It makes a guy wistful, 
takes him back to the first time he ever held a stopwatch 
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up in advertising linage— THE AMERICAN GIRL is the only girls’ 


and teens’ magazine in the youth field that has had an 
increase in advertising linage during the past year. 


What's more, it's a substantial increase of 17.9%. 


up in circulation, tooO—THE AMERICAN GiRL'S ABC circulation 


increased trom 470,119 in December '47 to 506,800 in 


December '48 and it's still going up! 


your sales will go up, to0, when you promote your product in 
THE AMERICAN GIRL. Advertisers have found that girls who 


read this magazine not only buy the products shown init... 


THE 
* 


they also influence their families and friends to buy by 


brand, If you want to win this unique consumer loyalty for 


your product, advertise in... 


MAGAZINE 


155 East 44th Street, New York 


ad 


Published by the Girl Scouts of the U.S. A.—for all girls 
Gueranteed Average Net Paid ABC circulation—450,000 *« Now delivering over 500,000 


and got a show off on the nose. 
Yep, always be polite to television office boys. 


feine 


Consumer, Dealer 
Contests to Promote 
Crown Luggage Line 


BALTIMORE—Crown Luggage Co. 
will launch a nationwide consumer 
contest April 1, spurred by maga- 
zine space, special dealer prizes 
and a window display contest. 

Large-space advertisements in 
Holiday, Life and The Saturday 
Evening Post will explain the con- 
test rules and play up the special 
features of Crown luggage. Each 
participant will be required to 
visit a Crown dealer, examine the 
luggage on the spot, and write a 
short statement about the feature 
he prefers. A two weeks’ vacation 
in Bermuda is offered as first prize, 
with 77 other prizes completing the 
list. 

With full-page copy in Luggage 
& Leather Goods, Crown is urging 
dealers to make the most of its 
most ambitious promotional effort 


to date. A carefully coordinate 
plan of dealer aids is offered, a 
well as the special prizes for re 
tailers. 

Theodore A. Newhoff Advertis 
ing Agency handles the accoun 


Admiral Appoints Walt 

John B. Walt, formerly sale 
promotion manager of Webster 
Chicago Co., has been appointe 
assistant advertising manager | 
Admiral Corp., Chicago. Flo Kili 
who has been in charge of th 
office force in the advertising de 
partment, has been named assista! 
to the director of advertising. 


Meadox Appoints Conti 

Conti Advertising Agency, Ne 
York, has been appointed to hand 
the advertising of Meadox Weavin 
Co., New York, producer of u 
holstery fabrics. 


WLS Appoints Agency 
Station WLS, Chicago, has a 

pointed Schoenfeld, Huber 

Green, Chicago, to handle its a 


vertising. 


FOR A SOUND 


sign program consult Art- 
kraft — sign headquarters 
for America's leading mer- 
chandisers for over a quar- 
ter of a century. Artkraft 
Sign Company, Division of 
Artkraft Manufacturing 
Corporation, 1133 East 
new Street, Lima, Ohio, 
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CBS Holds Rating 
Lead; MBS High 
on Weekend Shows 


New YorK—Columbia Broad- 
casting System bested the compe- 
tition in all categories—night, day- 
time and Saturday-Sunday day- 
time—in the Pulse five-city ratings 
for January-February. 

This is how listeners in New 
York, Philadelphia, Boston, Chi- 
cago and Cincinnati rated them: 


{4 i... ae 25. 
Jack Benny (Lucky Strike), CBS ........ 23.2 
Walter Winchell (Kaiser-Frazer), 
FATS. ctertniciathaciartnrenesctnnttimedeniaesaiemeneneensenne 0 
Fibber & Molly (Johnson’s Wax), 
SID ahead Etat Aid ateastitecaibbediisibieensmsiinbamene 19.1 


Godfrey’s Talent Scouts 

Lipton’s Tea), CBS 
Bob Hope (Swan), soca 
My Friend Irma (Pepsodent), 


NBC didn’t show on the five-a- 
week daytime list, with CBS tak- 
ing nine and ABC placing one. 


The winners: 


Arthur Godfrey (Gold Seal, Na- 
tional Biscuit, Chesterfields), CBS . 10.0 


Grand Slam (Continental Baking), 

CBS EE RL AES Se 8.6 
el TS 8.5 
Ma Perkins (Oxydol), CBS ...... . B.1 
Our Gal Sunday (Anacin), CBS .......... 8.1 
Helen Trent (Whitehall), CBS .. . 8.0 
"SS Al: 7.9 
Breakfast Club (General Mills, 

Os Nb OS ey | er . 79 
Wendy Warren (General Foods), 

AEE REE, SOE SR LTE 7.7 
Aunty Jenny (Spry), CBS. ............ 7.6 


Mutual shared honors with Co- 
lumbia on the weekend daytime 
lineup, taking the two top posi- 


tions. The favorites: 

The Shadow (Delaware, Lackawan- 
na & Western Coal Co.), MBS ....... 

Quick as a Flash (Helbros), 

Theater of Today (Armstrong), CBS .. 

Grand Central Station (Pillsbury), 

Let's Pretend (Cream of Wheat), 


True Detective (O’Henry Candy), an 
SUTIIIET  inatihicpsenenesentiienipeiialigtntatatieriendalisiamndniimesenen 5 
Stars Over Hollywood (Armour), at 
TS ep - 2. at SEO ‘ 
Junior Miss (Pepsodent), CBS ............. 6.6 
House of Mystery (General Foods), 
RAMS ps PRR 6.3 
N. Y. Philharmonic (Standard 

a ie a . ae acai om oo 


Flying A Ethyl’ 
Gasoline Makes Bow 
in West Coast Ads 


SAN FRANcIScO—Tide Water As- 
sociated Oil Co.’s new premium 
gasoline, Flying A Ethyl, was in- 
troduced to motorists last week 
via newspaper copy in seven west- 
ern states and Hawaii. 

Harold R. Deal, Associated’s ad- 
ertising and sales promotion man- 
ager, told ADVERTISING AGE that 
he campaign built around intro- 
luction of the new motor fuel is 
ne of the most intensive in the 
‘ompany’s history. 

A total of 117 newspapers in the 
.S. and Hawaiian marketing area 
vill earry nine different large- 
‘pace ads; some magazines also 
vill run the introductory copy, 
bnc’ 24-sheet posters will be used, 
hrough June, in 360 cities. Com- 
nercials on the remainder of As- 
ociated’s basketball broadcast 
chedule also will point up per- 
ormance features of the premium 
pas oline. 


‘romotional gimmicks support- 
ne the drive include more than 
5(0 bumper strips for company 
an<-trucks and cars operated by 
ales personnel; permanent rear- 
nN signs for trucks, and special 
u'ons to be worn by Associated 
ea ers and their employes. 
hichanan & Co. handles the As- 
«i ited account. 


ocine & Meissner Changes 
laine; Appoints Charboneau 


B dine & Meissner, Inc., Beverly 
‘ill, Cal., advertising agency, has 
na’ ged its name to Edward A. 
oc ne & Co., with the retirement 
F |), H. Meissner. Mr. Meissner 
ill continue on the board of 
re tors. 

Jcseph K. Charboneau has been 
PP inted vice-president in charge 
te food merchandising depart- 


€n of the agency. 


KTLA Offers Television 
Transcription Service 


The first West Coast television 
transcription service is now avail- 
able through the Paramount Sta- 
tion KTLA, Los Angeles. Ac- 
cording to Klaus Landsberg, West 
Coast director of the station, 
transcriptions will be available as 
a separate service of Paramount 
Television Productions, at rates 
not yet published, and will be 
made available to station users 
at cost. Reproductions will be on 


35 mm. film. 


Penfield Opens Own Agency 


Jesse R. Penfield, formerly vice- 
president and secretary of Baker, 
Cameron, Soby & Penfield, Hart- 
ford agency, has opened his own 
advertising agency at 157 Church 
St., Hartford. The new agency, 
Jesse R. Penfield & Associates, 
will specialize in financial adver- 
tising and act as general adver- 
tising counsel. 


Starr Joins Swink Agency 


Dudley Starr, formerly copy- 
writer of Caldwell, Larkin & Co. 


/and Keeling & Co., both in Indian- 


Appoints Irwin-McHugh 


Irwin-McHugh Advertising| 
Agency, Los Angeles, has been re- 
tained to handle the advertising of 
Pla-Buck Auction Enterprises, Inc., | 
a cooperative promotional plan for | 
quarter hour daily is being used | 
on Station KLAC, Los Angeles. | 
Extensive use of southern Cali- 
fornia radio is planned. 


-apolis, has joined the copy depart- 


ment of Howard Swink Adver- 
tising Agency, Marion, O. 


Joins Stokeley-Van Camp 
Harry A. Hebberd Jr., formerly 


southern California merchants. One|sales manager of Adams Apple 


Products Corp., Aspers, Pa., has 
joined the sales department in 
Indianapolis of Stokeley-Van 
Camp, Inc. 


Silks Ltd. Appoints Orr 


Wm. R. Orr & Co., Toronto, 
has been appointed to handle the 
advertising of Silks Ltd., Toronto. 
A series of seasonal ads is planned 
for Weldrest hosiery in selected 


dailies. 
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Appoints Sickinger 


Kenneth W. Sickinger, formerly 
assistant advertising manager of 
Zenith Radio Corp., has been 
named a vice-president and ac- 
count executive of Henri, Hurst 
& McDonald, Chicago. 


#540 N. MICHIGAN AVE. #185 N. WABASH AVE. #410 N. MICHIGAN AVE. wil! E. DELAWARE $T. 


Shockproof! 


Smart advertisers 
are looking over the 


figures on this 


UNBEATABLE 
COMBINATION 


@ New Orleeal 


7. \ 
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New Orleans Homes..... 


"“SHOCKPROOF" 


S i 
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Patricia Knight 
appearing in 


Columbia Picture 
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Combined City Daily............... 181,282 


Sunday City. .....00006. 
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TOTAL CIRCULATION 


M. & E. ...260,743 


Sunday.......272,693 


& Months Ending Sept. 30, 1948 
Milline Rates as Low as 1.83 M. & E.—1.82 Sun. 


IMES-PICAYUNE and STATES 


WKMORNING ~ 
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OWNING AND OPERATING RADIO STATIONS WTPS AND WTPS FM — REPRESENTATIVES: JANN & KELLEY, INC. 
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Five Name Cantor Agency 


Solis S. Cantor Advertising Co., 
Philadelphia, has been narned to 
direct the advertising of Dennis 
Mitchell Industries, manufacturer 
of baby seats for autos; Champion 
Container Corp., maker of paper 
containers; Strongwear Hosiery 
Co.; W. J. Caley Co., manufac- 
turer of Vassar hair waver, and 
Max Golden & Son, maker of 
Navishade suits. All are located 
in Philadelphia. 


illite sa 


~The 


REACHES 
A 17-35 YEAR OLD 


ALL-MALE AUDIENCE 


Vacuum Foods Sees 
Tripled Sales In ‘49 


Ace Salesman Crosby 
And $1,000,000 Drive 
Sell Minute Maid 


By PaTRICIA RYDEN 


New YorK—Vacuum Foods 
Corp. expects to triple the pro- 
duction and sales of Minute Maid 
Quick-Frozen concentrated orange 
juice in 1949 and spend more than 
$1,000,000 on advertising. This op- 
timistic outlook should surprise no 
one who has been watching the 
rapid growth of the frozen orange 
juice field during the past year 
and its wide acceptance among 
housewives. 

Proof of the pudding is shown 
in Vacuum’s sales which have more 
than tripled since last year. Sales 
for the first five months of the 


ITS EASY, 


IF YOU 


KNOW HOW! 


F ighting a fire in a steel skyscraper is different from 
handling one in a two-story home —and it’s the same way 
with radio in different parts of the nation. 


The Southern listener is a little different from people in 
other parts of the country. He does respond better to radio 


programming that caters to his special preferences and 


attitudes. 


KWKH knows all this and has used the knowledge for 


twenty-three years. Hence we are years ahead in radio 


Know-How and listener-acceptance in this market. 


Whether you sell tobacco, tractors or toasters, you'll find 
this KWKH Know-How a big “plus” in our four-state area. 
Write us today or ask The Branham Company. 


Arkansas 
‘Mississi 


The Branham Company, Representatives 


Henry Clay, General Manager 


current fiscal year starting Aug. 1, 
1948, totaled $2,212,834, compared 
with $636,138 in the like period a 
year earlier. 

Although still a local advertiser 
and an infant company, Vacuum 
managed to lure Bing Crosby into 
daytime radio last fall. Sales are 
soaring in the six markets in 
which he is heard. 


as Crosby acquired 20,000 shares of 
Vacuum Foods Corp. and became 
a director of the company. In addi- 
tion to talent fees, which Vacuum 
refuses to disclose, Bing’s imme- 
diate paper profit at the time of 
the deal was $138,000, according to 
Time. 

The quarter-hour transcribed 
Crosby show for Minute Maid fea- 
tures mainly Crosby records, in- 
troduced by Bing, himself. He also 
gives a good many of the commer- 
cials, although announcer Ken Car- 
penter appears with him. 

The show is broadcast Mondays 
through Fridays in New York, 
Boston, Pittsburgh, Detroit, Chi- 
cago and Philadelphia. It is heard 
from 10:15 to 10:30 a.m. on WCBS 
in New York and at various times 
in the other cities. Vacuum intends 
to add more markets in the near 
future. 


ws The Crosby transaction was 
brought about when the singer 
heard about the product from fin- 
ancier John Hay: Whitney, whose 
J. H. Whitney & Co., New York, 
owns a controlling interest in Vac- 
uum. 

Minute Maid’s first advertising 
campaign started in metropolitan 
New York newspapers in Septem- 
ber, 1947. Prior to that time, Vac- 
uum packed the concentrate under 
a private label. 

The actual processing developed 
from war research in penicillin and 
plasma. During the latter part of 
the war National Research Corp., 
Boston, found that a high vacuum 
process, used with penicillin and 
plasma, could dehydrate without 
generating enough heat to ruin the 
flavor or lose the vitamin content 
of citrus. 

In the spring of 1945, National 
Research opened a pilot plant in 
Plymouth, Fla. Initial results 
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proved so satisfactory that the 
scientists and business men com- 
prising the research company went 
to the First Boston Corp. and 
Paine, Webber, Jackson & Curtis 
of Boston for backing. These two 
organizations put $2,800,000 into 
the new industry and the stock 
issue was taken up mostly by New 
Englanders. 


es John M. Fox, then vice-presi- 
dent of National Research, took 
over the presidency of the new 
firm. Vacuum Foods Corp. was 
formed and National Research 
gave exclusive rights to the proc- 
ess in return for royalties. 

However, Vacuum last January 
relinquished rights to the exclusive 
use of the process. Through this 
move the company expects to 
gain a better royalty scale. It pre- 
viously paid royalties on gross 
sales of frozen concentrate and all 
by-products. Under the new agree- 
ment, royalties will be paid only 
on the number of gallons proc- 
essed. 


ws The winter of 1947 found Vac- 
uum’s President Fox wondering 
how to meet the payroll. Buyer 
resistance’ affected the frozen 
foods market late in 1946 and there 
was a break in the orange market. 
William A. Coolidge, president of 
New Enterprises, Inc., Boston, 
saved the day. 

Mr. Coolidge, a good friend of 
Jock Whitney, whose company had 
a financial interest in National Re- 
search and Vacuum, was taken on 
a tour of the company’s Florida 
plant. After the inspection Mr. 
Coolidge wrote out a check for 
$50,000, enough to pay the em- 
ployes. Soon afterwards Coolidge 
formed Orange Concentrates As- 
sociates, Inc., which invested $800,- 
000 in Vacuum. 


e By the summer of 1947 Vacuum 
executives realized that an in- 
tensive marketing program had to 
be developed or the concentrate 
would remain merely a low-vol- 
ume specialty item. 

Up to New York City from Flor- 
ida came Vacuum’s sales manager, 
Howard C. Boerner, and four sales- 
men. It was up to these five to 
start the ball rolling with the 
first campaign. 

Advertising was placed through 
Henry A. Loudon Advertising, 
Boston, until last summer, when 
Vacuum appointed Doherty, Clif- 
ford & Shenfield, New York. 


CURRENT—Vacuum Foods Corp. is run- 

ning this 420-line ad in newspapers in 

50 markets this month stressing the end 

of orange squeezing. Doherty, Clifford 
& Shenfield has the account. 


Mr. Boerner is no novice in the 
frozen field. His father was one of 
the first frozen food retail dealers 
in New York in 1929. After grad- 
uating from the University of 
Pennsylvania in 1937, Mr. Boerner 
joined the Birds Eye division of 
General Foods Corp. as a salesman 
He left Birds Eye in 1940 to start 
his own business as a wholesaler 
and retailer of frozen foods on 
Long Island. The business was just 
developing when he was recalled 
to active duty in the Army at the 
start of the war. 

Mr. Boerner became Vacuum’s 
first sales manager in 1945. Two 
years later he started the tremen- 
dous job of setting up the sales 
and advertising plans for the new 
product. 


@ Vacuum faced three major prob- 
lems in 1947 which it is still trying 
to overcome today: 

1. How to convince the consumer 
that the phrase “concentrated or- 
ange juice” could represent a qual- 
ity juice when she had already 


built up a resistance to canned 
juices versus freshly squeezed 
juice. 


2. Packed in a small tin can, 
the concentrate’s value looked 
much too small for the price asked, 


especially when compared with 
canned juice. 

3. The majority of consumers 
were of the opinion that unless 
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...and we're not slickers. As far as we are concerned, 
you'll always know which shell the pea is under . . . in other 
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freshly squeezed juice was imme- |/ . Pd Don Seiwell, who has served with | Battestin Adds Duties Gets Kutztown Rug Account 
diately consumed, it lost nutritional Southern Fir eside 


: southern newspapers, is vice-pres-| artin Battestin has been named| Beaumont, Heller & Sperling, 
0 quality and therefore would con- Will Be Launched ident and editor, and Maurice C./manager of the Blue Price Book| Reading, Pa., has been appointed 
sider buying nothing but fresh Lackey, another southern news-|of American Druggist. He also will to handle the advertising of Kutz- 
wer| for ju " 
fruit for juice. 
’ 


paper man, is general manager and 
secretary of Brown-Seiwell Co. 


by Brown-Seiwell 


continue as American Druggist’s'| town Textile Mills, Inc., Kutztown, 
sales representative in Philadel- |Pa., manufacturer of chenille scat- 


s Initial Vacuum ads on the con- 
centrate appeared in New York 
City, Long Island and Westchester 
newspapers. The phrase “You can’t 
believe it until you taste it,” 
proved to be the door-opener to 
the consumer problem. Ads pushed 
flavor first, then convenience and 
then economy. Simultaneously, a 
direct mail campaign, offering a 
free sample, acquainted the con- 
sumer with the product. 

A check of the direct mail cus- 
tomers in Westchester County, N 
Y., showed that of the women who 
received the sample, 86% became 
regular Minute Maid users. The 


_|the year. “Regional reporting and 


BIRMINGHAM—Brown-Seiwell 
Co., a new organization, next 
August will bring out its first issue 
of Southern Fireside, a consumer 
magazine for distribution in the 
South. 

The magazine will have a 9% x 
12%” page size. Initial net paid 
circulation for the August issue 
(dated September) is guaranteed 
at 500,000, with the publisher aim- 
ing at 1,000,000 circulation from 
Virginia to Texas by the end of 


evaluation” by southern writers, 
photographers and artists are 
promised. The basic black-and- 


Cuneo Eastern Press, Philadel- 
phia, is expected to print South- 
ern Fireside. Headquarters of 
Brown-Seiwell are at 2109 Fifth 
Ave. here. Sales offices will be set 
up in New York, Boston, Chicago, 
Detroit and Los Angeles. 


Peterson Joins Little 


Dr. Willard D. Peterson, former- 
ly associate director of research 
and development of J. T. Baker 
Chemical Co., has joined Arthur 
D. Little, Inc., Cambridge, Mass., 
consulting research and engineer- 
ing organization. 


phia and New Jersey. 


ter rugs. 


Los Angeles 


is in the line-up 


More sunshine probably but less money for sure. 
Among the 200 largest cities in U. S. Fort Wayne 
ranks 7th highest in spendable income per family. 
Los Angeles ranks 121st. Yes, Los Angeles is in 
the line-up . . . after Fort Wayne. 


Home Coverage: 99% of City Zone 
plus 43% of Retail Trading Zone 


‘ ee 
p. is run fg average purchase of these regular | White page rate is $3,000. aren aman ne general The News-Sentinel 
papers in MH users was 3.9 cans per week. Wunem 5. Brown, Magtime ad- manager of Educational Comics Indiana 
g the end In addition to newspapers and|Vertising executive with Scripps-|tn¢ has been appointed general Fort Wayne, 
, Clifford Ht direct mail, Minute Maid was|Howard Newspapers, is president|manager of Avon Comics Group, ALLEN-KLAPP CO... . NEW YORK... CHICAGO . . . DETROIT 
oo. demonstrated extensively in stores. | #94 publisher of the new company. ! New York. 
Minute Maid, a product from 
ce in the # which three-quarters of the water 
as one of § is evaporated, is frozen, and the o 
il dealers § consumer reconstitutes the juice by : 
ter grad- # adding water. . 
ersity of Housewives had to be educated ° 
Boerner on this procedure. Through distri- . 
vision off butor and dealer participation, 
salesman girls were put in areas for two days 
0 to star! at a time demonstrating the con- 
rholesaler # centrate. An average of three to 
foods on™ four hundred people per store per 
3 W@S JUS' day were served. 
; recalled 
ny at the » Minute Maid is now sold and es 
_ ff advertised in about 50 markets as Conceived by WNAX and conducted by WNAX ee 
gp far west as Chicago and down in cooperation with Farm Extension Services in 
. ~<a through Flor raghye are vo = Minnesota, North Dakota, South Dakota, Nebraska ie QQ... eS 
‘hip aalesll Sua didccme at dass ode ent ecton, and Iowa—the WNAX 5-state Farmstead 
the newll of-enle god rg gg at fa r Improvement Program is creating a better way of 
Bing Crosby, featuring pictures of life for the Midwest farmer. For the past ten 
Bing and his four sons. The com- years emphasis has been on cropland improvement 
ajor prob-# pany expects to use national mag- and increased production. The Farmstead Improve- 
till tryingf, azines in 1950 when distribution is ment Program is designed to improve the home itself 
complete. — making possible a more comfortable and gracious 
consumer The upward trend in sales means life on the farm. During 1948 (the first year of 
rated or-] Vacuum must have a larger pack the three year program) 1,044 farm families 
nt a qual-j in 1949. A new plant in Leesburg, representing 203 counties participated in Farmstead 
i already] Fia., will be in full production by Improvement. First year winners were selected from 
o canned§j March 15. With this new plant “tei ‘ . 
au entries in each state. These state w.nners—the Bill 
squeezedf and the main headquarters at : ‘ . 
Plymouth, the company will have Hendricks family of Brookings County, South Dakota 
tin can,f| a combined capacity in a normal —Emmet County, Iowa’s, Sam Naas—the Ben Ludtke 
e looked year of 3,500,000 gallons of con- family, Blue Earth County, Minnesota—the Floyd 
ice asked, centrate. The demand for the prod- Bosserman’s of Golden Valley County, North Dakota 
red with uct is increasing so rapidly that —and the Fred Kriesel’s of Cheyenne County, 
Vacuum is allocating shipments Nebraska—were honored at special celebrations. 
sonsumersg @nd is planning to build a Cali- Each received a WNAX $1,000.00 merchandise award. 
vat unless fornia plant. 


> 


( 


excess of 6,000,000 gallons or 768,- 


‘acuum and its two main com- 


Crop. According to Mr. Boerner, 
a. entry into the field by any off- 


A large part of Vacuum’s output 
goes to hospitals and hotels. Plans 
for dispensers for drug chains and 
luncheonettes, similar to Coca- 
Cola’s, are now being formulated. 


= The company is currently test- 
ing an orange and grapefruit con- 
centrate in Baltimore, but its fu- 
ture lies in the orange juice field. 

According to Vacuum, public de- 
mand for frozen orange juice will 
require the industry to pack in 


100,000 four-ounce individual ser- 
vings of reconstituted product 
luring this year. Since a gallon of 
he concentrate contains the juice 
rom about a standard box of 
ranges, this figure represents 
bout 5% of the total orange crop 
1 this country. 

In predicting an ever-increasing 
emand for the concentrate, Mr. 
oerner expects that “frozen or- 
ige juice soon will become an 
veryday item on the average 
imily’s table and that an antici- 
ited weekly purchase of three to 
ve cans per consumer is no pipe- 
ream.” 

The standards of orange con- 
‘ntrate for the past three years 
ive been kept at a high level by 


‘titors, Birds Eye and Snow 


applications for 


major market. 


Inspired by the program, 1,039 other farm family 
entrants made substantial “farmstead improvements.” 


The vigorous growth of this ambitious campaign 
for better living has been given added impetus by 
increased merchandise awards made available for 
1949. The WNAX Farmstead Improvement Program 
had definitely caught on. Hundreds of new entrants, 
fired with enthusiasm for the project, are submitting 


1949-1950 participation. 


WNAX has been able to lead its farmi families in 
this gigantic Farmstead Improvement Campaign be- 
cause of the confidence Big Aggie folks have in the 
station. This unique broadcaster-listener relationship 
has been a large factor in the development of WNAX 
dominance in Big Aggie Land—a rich, 5-state 


WNAX continues—serving the Midwest Farmer. 


oa 


= ; * a 
Oe re 


iliated with the American Broadcasting Co. - 
Represented by the Katz Agency 


G tality product could put the in- 
Gustry back into the hands of the 
C.nned juice business. 
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lor cord discounts on multiple 


HELP WANTED 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 17-2063, Chicago 
SALES REPRESENTATIVE 
WANTED IN BOSTON AREA 
Leading manufacturer of nationally ad- 
vertised sales tools offers permanent po- 
sition with liberal drawing account 
and active accounts for man who can 
contact sales managers and advertising 
departments. Real opportunity for man 
who wants to develop substantial in- 


come rapidly. Engineering background 
and experience selling advertising space, 
direct mail campaigns, or adver- 
tising specialties especially helpful. 
Write fully, stating age, education, 
experience and _ starting income de- 
sired. 


Box 2338, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


SALES EXECUTIVE 
Large well established Chicago Art Stu- 
dio completely staffed to produce all types 
of photographic and drawn art, motion 
pictures, slidefilms, has opening for top- 


insertions ond space over 


5 inches apply on display 


HELP WANTED 


notch salesman. The man with an 
tablished following who qualifies 
this job can earn upwards of $10,000. 
Box 2346, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALESMAN FOR ASSOCIATION PAPER 
—National Society prints 12 magazines 
a year; main office, New York. Listed 
in SR&D. Some management engineer- 
ing background desirable; territory - 
New York and nearby cities; starting 
salary - $100 a week plus bonus arrange- 
ment after first year. Opportunity to 


es- 
for 


build lifetime job. In writing, please 
give complete experience record and 
references. 


Box 2347, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
COMIC STRIP ARTIST 
preferably located in Chicago area, to 
draw well-known comic strip material in 
style of original. Write stating exper- 
ience, and if possible send photostats 
of sample work in comics field. 
Box 2344, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING AGENCY 
Excellent opportunity to handle our ac- 
counts, write, create and produce adver- 
tising. Some billing desirable. Salary and 
bonus. 
Box 2329, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


. 


Information for Advertisers 


No. 3265. Beer, Ale & Wine News- 
paper Advertising Linage in 
New England Newspapers for 
1948. 


A tabulation of newspaper linage 
used by 51 local, regional and na- 
tional brands of malt beverages 
and 41 brands of wine in 45 New 
England dailies is provided in this 
report, published by the New Eng- 
land Newspapers Advertising Bu- 
reau. Tables show a monthly rec- 
ord, by brand, and a summary 
shows the total linage and ex- 
penditure of each brand of beer, 
ale and wine included in the study. 


No. 3266. More Individual Deal- 
ers Read Farm Equipment Re- 
tailing. 

More than 2,000,000 pages of 
reprinted editorial material were 
requested by readers in the first 
six months of 1948, Farm Equip- 
ment Retailing reports in this 
folder, as evidence of readership 
of the publication, the official 
organ of the National Retail Farm 
Equipment Association. The var- 
ious sections of the folder cover 
the publication’s history, editorial 
aims, mechanical requirements, 
facts about the association and 
other details. 


No. 3267. The Christian 
Church Help Plan. 


Christian Herald reporis that its 
box top savings plan for church 
money-making groups, announced 
in its January issue, already has 
interested more than 5,000 
churches. Under the plan, which is 
set up on a non-competitive basis, 
box tops, wrappers or other identi- 
fying marks from _ advertisers’ 
products are presented by a church 
group and redeemed in cash for 
the use of the group’s treasury. 
All mechanical details and pro- 
motion are handled by the pub- 
lication. Details of the program 
and its sales possibilities are avail- 


Herald 


able in a mimeographed presenta- 
tion. 


No. 3268. Does Brand Name Iden- 
tification Produce Results? 


How effective is national classi- 
fied telephone directory identifica- 
tion? What do dealers think about 
their identification with the prod- 
ucts they service and sell? Does 
Trade Mark Service effectively 
bridge the gap between creative 
advertising and actual sales? These 
and other questions are answered 
in this folder reporting an R. L. 
Polk & Co. survey throughout 
Michigan for Michigan Bell Tele- 
phone Co.’s National Trade Mark 
Service to determine dealer opin- 
ions of brand name identification 
in classified telephone directories. 


No. 3269. The Market for Tele- 
vision Sets Among Readers of 
American Magazine. 

There was an increase of more 
than 200% in TV set ownership in 
American Magazine families in 
the period between April and De- 
cember, 1948, according to this 
survey report issued by Crowell- 
Collier Publishing Co. In addition 
to the ownership story, the anal- 
ysis shows how many non-owners 
see complete programs—where and 
how often; intentions to buy dur- 
ing 1949; prices and method of 
payment; set specifications; pro- 
gram preferences for television, 
radio and movies, and reasons for 
not buying TV sets. 


No. 3234. Here Is Your File of 
Facts About The National 
Guardsman. 


The National Guardsman, offi- 
cial publication of the National 
Guard Association of the United 
States, has issued this loose-leaf 
file folder, containing the latest 
issue of the publication, with rate 
card data and facts about circu- 
lation and readership. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


! 
100 E. Ohio St., Chicago 11, Ill. 
| 
| 
| 


COMPANY... 


NE isbscnstasiincnsenciettnlicohis 


CITY & ZONE 


______ HELP WANTED 
Experienced advertising production man 


for Advertising Department of large 
national advertiser in Chicago. Must 
be able to assume responsibility and 
carry production of printed matter 
through from layout stage. Give edu- 
cation, experience, family status and 
Salary. Good opportunity. Permanent 


position. Five day week. Address 
Box 2339, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Lil. 


ADVERTISING PRODUCTION 
Want person experienced in handling large 
volume of printing—Mail Order business. 
Knowledge of layout, copy, mail testing 
procedures important. WRITE giving ful) 
details regarding qualifications, exper- 
ience, education, starting salary expected. 
Empire Industries, 2222 Diversey, Chi- 
cago 47, Ill. 


POSITIONS WANTED 


$8000 CREATIVE ADVERTISING 

AND PROMOTION EXECUTIVE 
Can think straight, say “‘No”’, take re- 
sponsibility, organize and plan. Fresh 
ideas, ace copywriter. Agency experience. 
Consumer and industrial approach. Age 34. 

Box 2337, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


~ ADV. MGR.-PUB. RELATIONS _ 
Proven record, 36, resume upon request. 
Box 2341, ADVERTISING AGE 
_ 100 E. Ohio St., Chicago 11, Ill. 


~~ FOLLOW THE SUN! 

OPEN A FLORIDA BRANCH! 
Sit on the beach—or go fishing! I'll 
chase copy, scripts, layouts, schedules, 
trains, publishers, broadcasters! Summers? 
Back north with you—or build southern 
billing. Now directing seven figure 
Northern billing. Twenty years exper- 
ience, including Florida—where sunshine 
thaws frozen budgets! Will fit your pat- 
tern like a glove. Five figure salary re- 
quired. Write Postoffice Box 891, Post- 
office Number 90, Chicago, Illinois. 


‘ACCOUNT EXECUTIVE — ADV. MGR. 
14 yrs. solid adv. experience incl. news- 
paper, radio, adv. agency acct. exec. 
Now adv. & sales prom. mgr. for largest 
indep. mfr. of its kind in U.S., located 
midwest. Age 36. Must move family to 
warmer climate. Southwest preferred. 

Box 2345, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Radio-Television Director seeks broader 
horizons. Successful background includes: 
Seven years agency, as account executive- 
radio director; eight years radio. Experi- 
ence covers: account contact, plans, copy, 
radio production, time and talent buying, 
film writing, television production. Cre- 
ative yet sales and revenue conscious. 
Congenial and cooperative. 

Box 2343, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
UNIVERSITY OF KY. JOURN. GRAD. 
ad major, desires work in or around Ky. 
Married, 23. Write Joseph S. Lyle, 147 W. 
Lexington Ave., Winchester, Ky. 


ADVERTISING MANAGER AVAILABLE 
Mr. National Advertiser: Do you need a 
young, capable executive to supervise the 
planning, creation and operation of your 
campaigns? My experience includes 3 
years with a large advertiser, 6 years 
copy-contact with two 4A agencies on key 
accounts. Age 36, married. Salary $10,000. 

Box 2348, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ill. 

~~ | WANT YOUR JOB 
(in fifteen years) 

ADVERTISING OR SALES EXECUTIVES 
Do you hope to retire in fifteen years? 
Get a man now who by his proven ability 


you know can fill your shoes later. 33. 
Married, Presently selling space for 
large national consumer magazine (3% 


yrs.) I see pleasant present - futile fu- 
ture... To gain finite future will move 
where you need me. Prospectus sent on 


request. Then we can talk in earnest. 
Box 2342, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


COPYWRITER. Promotional, direct mail, 
technical experience available in Chi- 
cago for agency or industrial ad dep'’t. 
Gen’l knowledge art, printing. 

Box 2351, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

Does Opportunity Knock Even Once? 

Vet, 25. 3 yrs. college maj. in Adv. 
Desires on job training. 

Box 2352, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ul. 


ARTIST—Layouts and finished art that 
clicks - I am looking for a set-up where 
my all-round experience will make some 
agency or direct mail outfit happy. 15 
years in Chicago Agencies-10 years 
in New York Agencies and Industrial 
Designing Studio 
Box 2349, ‘ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
“CONTROLLER 
Accent - Full charge. Off. mgr. Former Int. 
Rev. Agt. Age 39. Payroll-Taxes. Ho 5-3508. 
P. L. Magee, 7450 N. _ Seeley Ave., Chicago. 


~ REPRESENTATIV ES AV AILABLE 
~ At present have one trade publica- 


tion for which I am _ responsible 
for a substantial advertising vol- 
ume. Have time and facilities to prop- 
erly represent one more _ publica- 
tion. Many years acquaintances with 
agencies and contacts Midwest ter- 
ritory. 


Box 2340, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ti. 


“BUSINESS OPPORTUNITIES 


ADVERTISING ACCOUNT EXECUTIVE 
Fully recognized Industrial Agency with 
“top-notch” art staff-has room for In- 
dustrial Acct. Exec. who desires to op- 
erate independently, handle own produc- 
tion, and placing through this agency ata 
mutually advantageous and profitable ar- 
rangement. Neat Loop offices. (Chicago) 
Box 2359, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FOR SALE 
NEWSPAPERS FOR SALE 
Well established weekly newspaper near 
Newark, N. J. ~ "nes opportunity. 
Printing plant. $30,00 
Box 2332, ADVERTISING AGE 
u E. 47th St., New York 17, N. _ ¥. 


Advertising Age, March 14, \94 


| DIRECT MAIL MAN 


One of the Top-Ranking and Best 
Known Young Department Heads in 
the Country Seeks Broad Responsi- 
bility and Opportunity. Able to Take 
Full Charge All Phases of Large Op- 
eration — Publication, Product or 
Service. $12,000 Annually. Box 7281, 
11 E. 47th St., New York 17, N. Y. 


LITHOGRAPH SALESMAN 


Must be experienced and acquainted with 
buyers of lithography in Chicago area. Line 
includes 24-sheet posters, window displays, 
counter and car cards, direct mail folders, etc. 
Old established company. Drawing account 
advanced against commissions. Give full par- 
ticulars and references. Box 7289, ADVER- 
_ AGE, 100 E. Ohio St., Chicago 11, 


Available April 15th. Experienced in- 
dustrial advertising and sales execu- 
tive with market research training. 15 
years in business paper selling. O fers 
contacts with top management agency 
and client following throughout Mid- 
west and Central West territories. 


Box 7300, ADVERTISING AGE, 100 E. 
Ohio St., Chicago 11, Il. 


iiiWalter Lowen 
PLACEMENT AGENCY 


| Headquarters since 1920 fo 
ADVERTISING AND 
MARKETING PERSONNEL 
|| | Executives + Copy + Art + Office 
Public Relations 
Please write briefly outlining your s >». 
cific experience or personnel need: 
420 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MU 9-2630 
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WANTED 
FINANCIAL MANAGER 


Chicago fcvertising Agency needs Fj. 
nancial anager. Should be 
qualified to take charge all phases finan. 
cial management including credits and 
collections, costs, expense controls, se- 
lecting and supervising personnel. Agency 
experience preferable but not mandatory 
Will consider good man now acting as 
first assistant on like job. Liberal salary 
Our people know about this ad. Addres 
Box 7303, ADVERTISING AGE, 100 E 
Ohio St., Chicago 11, Ill. 


Liberal commissions. 
State all details in letter. 


C. D. BAIRD 


DISPLAY SALESMEN 
WANTED 


One of America’s leading producers of wood and glass 
floor and counter displays, has openings in several terri- 
tories for salesmen of proven ability. 


We know you are familiar with the displays we are building 
for Squibb, Sheaffer, Baver & Black, Kaywoodie, etc. 


We do not require that our line be handled exclusively, but 
prefer men who have contacts with users of displays and 
are now handling non-competitive display material. 


To such men we can offer an opportunity with a real future. 
All replies held strictly confidential. 


& CO. INC. 


2100 WEST PIERCE STREET, MILWAUKEE 4, WIS. 
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Wanted. 


the drug field; a 


in your letter. 


ADVERTISING DIRECTOR OR 
MANAGER 


experienced on advertising accounts 
of outdoor sports or allied fields. Must 
be top-flight. Investment of $10,000 
to $20,000 for five or ten per cent 
interest in national company with 
large earnings potential. Will be 
made officer or director. Full time 
participation essential. C. R. Tighe, 
Publishers’ Consultant, 270 Park 
Avenue, New York 17, N. Y. 


MAGAZINE PRINTING 


If you are the publisher of a maga- 
zine, and would like to place the print- 
ing in a smaller midwestern town, 
where you can get good workmanship 
and service, without labor trouble, 
write Box 7294, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 


Resourceful, experienced merchandising man 
by well established advertising agency. We 
want a man who has demonstrated the ability 
to produce merchandising ideas, preferably in 


man who can create both 


consumer and dealer promotions; must know 
trade practices, be able to address sales meet- 
ings of manufacturers and wholesalers. 
Salary will be commensurate with experi- 
ence and qualifications. Give complete details 
Box 7302, ADVERTISING 
AGE, 11 E. 47th St., New York 17, N. Y. 


EXECUTIVE 


Sales and advertising experi: 
ence 35-45. Must know po- 
tentialities and limitations of 
newspaper, magazines and 
radio advertising. This man 
may come from an agency 
major advertising medium or 6 
major manufacturer-advert se! 
Chicago office establisxe¢ 


company. Start $15,000. 


Write or phone North ‘er 
sonnel Agency, 16 Liberty St. 


N.Y.C. Whitehall 3-7715 


MISCELLANEOUS 


“SILHOUETTES” FEATURE READY! 
Staccato story in rhyme! Samples & rates 
immediately on request. Be first to 
entertain your readers with it. Write: G. 
L. Crawford, 540 N. Laramie, Chicago 44. 


“NOTICE FARM ~ ADVERTISERS 
service—mats 
illustrated folder 
John Andrews, 
5023 Spaulding 


art 
for 
art. 
Farm, 


Complete farm 
—cuts. Write 
of agricultural 
Blink Bonnie 
Road, Omaha. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


— 


PUBLISHER’S REP. AVAILA) ‘LE 


With offices in New York & Bo to! 
Matured men with many years ex) él 
ence. Well acquainted with ager !é 
Equipped with cars to service terri °°) 
Trade Dealer Business. Hybrid or ©" 
sumer publications. All correspond 1c 
confidential. BOX 7304, ADVERTIS <7 
AGE, 11 E. 47th St., New York 17, 
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Panagra, Facing 
Rival Airlines, 
Peps Salesmen 


Buenos Arres—Some 7,000 miles 
south of New York, the sales rep- 
resentatives of Pan American- 
Grace Airways last week went 
through a typical North American 
sales meeting, complete with props 
and hypos. 

The reason, beyond a normal de- 
sire to build traffic, is growing 
competition on South America’s 
western coast: Braniff Airways 
has moved south as far as Lima 
and La Paz, and is preparing to 
cut across to Rio; British South 
African Airways is already certifi- 
cated; and KLM, the Dutch line, 
is reported to be almost ready to 
begin service. 

Thus Panagra, which for many 
vears has enjoyed almost a free 
hand on the western coast, faces 
considerable competition. 

Primary emphasis at the sales 
meeting, to which 35 sales repre- 
sentatives came, was placed on 


broadening Panagra’s market, and | 


convincing more people of mod- 
erate means to travel by air. 


s The scope of Panagra’s advertis- 
ing was discussed. It includes, in 
Latin America, newspapers, radio 
on a Santiago station, films for ex- 
hibition in motion picture theaters, 
and Time (Latin American edi- 
tion) and Selecciones del Read- 
er’s Digest. Current copy themes in 
Latin America concentrate on 
prominent personalities who fly 
Panagra, and on the company’s 
“El Inter-Americano,” a through 
flight from Miami to Buenos Aires. 

In the U.S., salesmen were told, 
Panagra uses Holiday, The New 
Yorker and Time, daily newspapers 
and travel business papers, work- 
ng from a $250,000 budget. This 
vear the company will offer travel 
agents a new kit, aimed at build- 
ing traffic both ways, and detail- 
ing the delights of the U.S. and 
various South American countries 
served by the line. 


« Panagra pioneered the West 
Coast service, beginning flights 
between Lima and Talara, Peru, 
Sept. 13, 1928. Last week the 
pioneer single-engine, four-place 
Fairchild monoplane was back in 
the U.S., ready for storage until 
the new National Air Museum, an 
adjunct of the Smithsonian Insti- 
tution, is ready to take it. The same 
lane made the first flight carrying 
mail and passengers between 


Decalcomania 
Salesmen Wanted: 


Superior established line. Cer- 
ain key territories now open. 
Strictly commission. Will make 
gcod added line for qualifying 
AC vertising salesman. Write or 
ire, Box 7295 
ADVERTISING AGE 

10) E. Ohio St., Chicago 11, IIL. 


—_ 


ONFEDERATE DESERTER 


‘TS TO COME BACK TO THE SOUTH. 
eo’ and reared in Nashville, graduate of 
ouri U. Been in advertising, sales and 
Pro otion in Chicago for 10 years, with two 
bf ~orld's largest manufacturers. Longs for 
blo «-eyed peas, corn bread, front yard and 
fee. Married; 31; two little rebels. Now de- 
vent head with good future—but on wrong 
& of Mason-Dixon line. Will move anywhere 
" “5e South or Southwest and deliver first 
lo. sales promotion and merchandising sense 
2. company wanting a likeable, dependable 
°6 g man who can organize and administer 
Cc - partment. Box 7301, ADVERTISING AGE, 
% cast Ohio St., Chicago II, Ill. 


Guayaquil and Lima, and moved 
as far north as Panama, and in 
1929 carried mail from Peru to the 
U.S. In 1929, the samie little mono- 
plane extended the Panagra route 
to Buenos Aires. Grace men claim 
that the natives in the back coun- 
try still call the passing planes 
“Panagras.” 

Panagra, which works on a 
curious arrangement with Pan 
American World Airways, actually 
flies no farther north than Panama, 
the terminus of its certification. 
From Panama to Miami, the flight 
of El Inter-Americano is by Pan 
American. Both Pan American 
and Panagra are eager for a CAB 
certification into New York, in- 
stead of the Miami terminal they 
now use for South American 
flights. 

Both companies advertise 
through J. Walter Thompson Co. 


Gould Appoints McCartney 


Norman J. McCartney has been 
appointed sales manager of Gould 
Storage Battery Ltd., Kingston, 
Ont. He will make his headquar- 
ters in Toronto. 


Schaeter Maps Boston Drive 


F. & M. Schaefer Brewing Co., 
New York, is entering the Boston 


dailies, a disc jockey show on 
WNDH, television spots on two 
stations and outdoor advertising. 
This campaign, through Batten, 
Barton, Durstine & Osborn, com- 
pletes Schaefer’s coverage of the 
state of Massachusetts, which the 
company went into last year. 


JWT to Handle Kid's Day 


J. Walter Thompson Co. has 
been appointed to handle public 
relations for the National Kid’s 
| Day Foundation, Inc. Jimmie Fid- 
ler, columnist and radio commen- 
tator, is president of the group, 
which organized to combat juve- 
nile delinquency on a neighbor- 
hood community level by creating 
and perpetuating an annual Na- 
tional Kid’s Day. 


James Matthews Moves 


James Matthews, advertising, 
publicity and public relations con- 
sultant, has moved his offices 
from 101 King St. W., Toronto, to 
394 Bay St. 


market with copy in all the Boston | 


| Pittsfield, Mass. 
been appointed manager of|should use various 


G-E Names Wolcott, Grove 


Alan T. Wolcott has been named 


Helps Auto Wholesalers 
Automotive Advertisers Council 


manager of advertising and sales|has prepared a 24-page booklet, 
promotion of the chemical depart-|“‘More Effective Selling through 


ment of General Electric 


has 


Co., | Advertising,” 
John A. Grove}; wholesalers how and why they 


which tells auto 


ad media. 


marketing research of the depart-| Priced at $3, it may be obtained 


ment. 


department for several years. 


Both have been with the! from C. H. LeFevre, Sealed Power 


|Corp., Muskegon, Mich. 


Advertising 


Photographs 


‘gel 
EtG - 


Ea lal 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


1721 


No. Wells S$t., Chicego 14 


Wrig 


In one group of states where the sun shines hot and the winds 


blow dry, people spend twice as much per year on shampoos, hair 
tonics and dressings as those in another, moister group of states. 


Wind and sun, mountain and seacoast, climate and altitude all have 
their part in shaping the way Americans live, in influencing their 
habits, customs—and buying. There simply is no average American, 


no typical consumer, no standard market. 


You’d expect to sell more galoshes in Maine than in Florida, more 
surfboards in California than in Idaho. But you might be surprised 


at how strikingly some areas outstrip others as markets for your product. 


Concentration on markets where your potential is tops is the soundest 
possible strategy for 1949, With newspaper advertising, as with no 


other medium, you can play top markets for all they’re worth, forget 


the markets that don’t measure up. That’s why today newspapers are 


being used on a wider scale than ever. They permit national advertisers 
to bring their efforts into line—to their profit—with the bedrock 


economic fact that 


All Business Is Local | 
m= Bwvec£ of A , | a 
American Newspaper Publishers Association, is in business to help you 


make your advertising more productive. Call or write us at 370 Lexington Ave., New York 17; 360 North Michigan Ave., Chicago 1, 


or 240 Montgomery St., San Francisco 4. Or ask for your copy of the newly revised booklet, ‘Services Available to Advertisers.” 


Sponsored by The Detroit News in the interest of more effective advertising. 
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Commerce Field Offices 
Target of Hoover Commission 


WASHINGTON—If the Hoover 


Commission has its way, Com- 


merce Department will be closing 
down some of the field offices 
which it maintains in various parts 


of the country as “local sales out- 
lets” for business “aids.” 


Commerce’s field offices have 


long been a controversial subject. 
Currently they operate in 42 cities, 


but there have been as many as 
76 offices during a recent peak 
period of congressional fervor for 


“help to small business.” 


The Hoover Commission says 
Commerce should work through 
state and private agencies, such as 


state chambers of commerce. Ac- 
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Might it be that the new cam- 
paign is overdone? Expensive, 
non sales-producing material? 
Loose ends? Find out now! 
Test each unit — eliminate the 
chaff from the wheat! 


TEST IT fret 


ROANOKE 


An ideal test market 


Roanoke results are accurate 
because this diversified mar- 
ket of 450,000 is compact and 
self contained within natural 
mountain barriers. Roanoke is 
dominated by the Roanoke 


new rs — which have no 
paras Devectagesipettion. 


Write for booklet “Test 
Markets—How to Identify 
Them,” to Sawyer, 
Ferguson, Walker Co., 
60 East 42nd Street. 

New York 17, N. Y. 


ROANOKE 


TIMES AND WORLD NEWS 


VIRGINIA 


seanout : ° 


WER + FERGUSON » WALKER CO. 
National Representatives 


By STANLEY E. COHEN, Washington Editor. 


tually cooperative arrangements of 
this type have been in vogue for 
more than 20 years, and about 
150 of them are in operation at 
the present time. 

sen 


Hoover, who stepped from the 
walnut cloisters of the Commerce 
secretaryship to the White House, 
is for a bigger and stronger Com- 
merce Department. His commis- 
sion’s report makes Commerce the 
hub of the government’s relations 
with transportation, turning over 
to it authority currently exer- 
cised by the Interstate Commerce 
Commission, the Coast Guard, 
Civil Aeronautics Board, Public 
Roads Administration and otheys. 
Rate making and other compli- 
cated policy matters remain with 
independent commissions, how- 
ever. 

seen 


The Hoover Commission’s at- 
tack on FTC, “mediocrity” is mak- 
ing its mark. Most of the 50-odd 
candidates for the Republican seat 
vacated by former Commissioner 
Bob Freer have been “scratched.” 
In fact, the appointment may 
eventually go to someone whose 
name hasn’t even been mentioned. 

Commissioner Garland Ferguson, 
who has voted regularly for 
“housecleaning” proposals of Com- 
missioner Lowell Mason, is still 
in line for another turn, but his 
reappointment is delayed, too. 

In attacking FTC’s concern for 
minutiae, the Hoover Commission’s 
task force sounded like Lowell 
Mason, minus hyperbole. Mason is 
making no bones about the fact 
that he wants to succeed himself 
when his term expires in Septem- 
ber. 

aan 


Post Office Department’s effec- 
tive fight against application for 
a 65% boost in rates it pays rail- 
roads may lead to high office for 
Arne Wiprud, special solicitor rep- 
resenting the department before 
the Interstate Commerce Commis- 
sion. So far, railroad lawyers are 
unable to answer Wiprud’s brief, 
pointing out that the law prohibits 
ICC from fixing a higher rate for 
mail than the rate which rail- 
roads charge for express. Now Mr. 
Wiprud is one of five government 
attorneys reportedly in the run- 
ning for a seat in ICC itself. 


agen 
Federal Communications Com- 


mission is enjoying a clean bill 
of health from the Hoover Com- 
mission’s task force. The task force 
report berates FCC for lack of 
good planning, then points out that 
the commission faces such a work 
load that its lapses are under- 
standable. 
see 


It is hard to imagine a 1949 re- 
cession in highway construction in 
the light of a billion dollars in 
cooperative federal-state projects 
already scheduled. Road builders 
describe the program as an anti- 
dote for recession. Paradoxically, 
they fear that despite “recession,” 
their 1949 program will be bottle- 
necked by shortages of concrete 
and mesh reinforcement. 

seen 


Don’t be surprised if Congress 
gives controlled circulation bus- 
iness publications postage rate 
parity with second class publica- 
tions. The newly formed National 
Business Publishers Association is 
knocking at congressional doors, 
arguing that controlled circulation 
publications are substantially the 
same as paid publications, except 
in the higher postage rate they 
pay. At least two House postal 
committee members are sponsor- 
ing legislation granting rate parity 
to the controlled circulation pub- 
lications, and other committee 
members are recognizing a dis- 
tinction between controlled cir- 
culation business papers and 
throw-aways. ’ 


‘Saturday’ Names Skelton 


S. R. Skelton has been named 
general manager of Saturday 
Night Press, a division of Con- 
solidated Press Ltd., Toronto, pub- 
lisher of Saturday Night and other 
publications. He succeeds Roydon 
M. Barbour, who was recently 
advanced to the position of ex- 
ecutive vice-president. Mr. Skel- 
ton has been assistant general sales 
manager of Goodyear Tire & Rub- 
ber Co. of Canada Ltd., New Tor- 
onto, and was formerly adver- 
tising manager of the same com- 


pany. 
Linen Guild Sets Campaign 


Consumer advertising in Canada 
for the Irish Linen Guild, Belfast, 
will introduce a new trade charac- 
ter, an Irish colleen figurine. Un- 
der the direction of Harold F. 
Stanfield Ltd., Toronto, advertising 
will appear in national and wom- 
en’s magazines, and two publica- 
tions aimed at brides-to-be. Fif- 
teen thousand drygoods retailers 
across the Dominion will receive 
two-color broadsides as well as 
point-of-sale material. 


Hillman Agency Moves 

David S. Hillman, Inc., Los An- 
geles, has moved its offices to 
larger quarters at 9130 Sunset 
Blvd. 


$1,500,000 Amazo 
Promotion Geared 
for National Drive 


New YorK—American Maize- 
Products Co.’s new 30-second 
dessert, Amazo, is successfully in- 
vading the packaged dessert field. 
Surveys show Amazo maintaining 
a minimum of 15% of all prepared 
dessert sales in markets where it 
is distributed, according to James 
B. Melick, general sales manager 
of the company. 

The 40-year-old American Maize 
company, which functions mainly 
in bulk sales of starch and syrup, 
is making its first big advertising 
splash with Amazo and will spend 
$1,500,000 on the product this year. 

Pressure cooked before it is 
packed, no home cooking is nec- 
essary to prepare Amazo. Whipped 
for 30 seconds with cold milk, it 
is ready to serve. A package costs 
15¢. 


es Amazo’s first campaign was 
conducted last April in Columbus, 
O. Newspapers, radio and minute 
movies emphasized the theme, 
“No Cooking-No Cooling.” The 
30-second radio announcement 
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was the actual time needed to 
pare the dessert on the air. 

When Amazo is introduced 
market, Kenyon & Eckhardt, 
York, the agency, launches ar 
tensive publicity campa 
Schools, women’s clubs, girl sc 
etc., are shown how to prepar: 
pudding. Telegrams are sen: to 
about 50 housewives telling ‘hen 
not to make a dessert that night 
About dinner time, the same day, 
a package of Amazo and a pint of 
milk are delivered to the receiy-. 
ers of the wires. 

Amazo, which comes in three 
flavors, vanilla, chocolate and }ut- 
terscotch, is being advertised jy A 
newspapers in 50 cities. It wij 
be introduced in New York at the 
end of this month in newspaper A 
radio and teievision announce. 


pre. 
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ments. Magazine ads will be use "U4 
by September. After the establish. 4 
ment of Amazo nationally, Am.§ P@P 

dor’ 


erican Maize will promote two 
other products, Amazo corn syrup A 
and waffle maple syrup. 


Promotes Ream and Hawkins 


J. W. Ream, in the service de- 
partment, and Robert D. Hawkins, 
on the copy staff, have been named 
account executives of Henri, Hurst 
& McDonald, Chicago. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe. 
207 North Michigan, Chicago 


FRanklin 2-5854 


oeeeeeee eee? 
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THE PENTON PUBLISHING COMPANY 
PENTON BUILDING — CLEVELAND 13, OHIO 


of the metalworking industry’ 


6,210,165 EMPLOYEES 


work in the plants reached 
by STEEL every week 


Only 4%— 


the metalworking business. 


hie Oda 


248,407 workers—are employed in 
the remaining plants. STEEL makes your adver- 
tising dollars worth more by directing your ads 
to the worthwhile plants that do the bulk of 
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March 17-18. American Manage- 
ment Association, conference on 
marketing, Hotel Statler, New 
Y ork. 

March 23-25. Spring meeting, 
A-sociation of National Advertis- 
ers, Hot Springs, Va. 

April 6-7. American Association 
of Advertising Agencies, Green- 
prier Hotel, White Sulphur 
Springs, W. Va. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 18-21. Associated Business 
Papers, spring meeting, The Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
3uffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 


New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
Association annual meeting, Con- 
gress Hotel, Chicago. 


Simtex Increases 
Budget 48%; Maps 
Biggest Campaign 


PHILADELPHIA—Simtex Mills, 
textile division of Simmons Co., 
has increased its 1949 advertising 
budget by 48% over last year. 
Simtex manufactures table linens, 
bedspreads, sports and utility 
shirts, mattress tickings and furn- 
iture fabrics. 

This will be the largest and 
most comprehensive advertising 
and sales promotion campaign in 
the division’s history. 

National consumer advertising 
will consist of full pages in color, 
with big play on the new slogan, 
“Simtex Means Business.” Con- 
sumer advertising will be direc- 
ted only towards the women’s mar- 
ket. 

Ads will appear in American 
Home, Better Homes & Gardens, 
Bride’s Magazine, Good House- 
keeping, Household, Today’s Wo- 
man and What’s New in Home Ec- 
onomics. 

These wili be supported by an 
intensive merchandising program, 
including a new edition of “Table 
Talk for You, the Homemaker,” a 
manual on home dining room table 
decoration. 

Simtex also will introduce, via 
Good Housekeeping, its new Sim- 
tex Flanlet, a new cotton flannelet. 
Color ads are being planned for 
fall to back merchandising efforts 
of nightwear manufacturers using 
the material. 

Lavenson Bureau of Advertis- 
ing, Philadelphia, is the agency. 


NBC Appoints Rosner 


Bennett S. Rosner has been ap- 
pointed promotion manager of the 
NBC radio-recording division, New 
York. Before joining the network 
he was a partner in a public rela- 
tions firm. Mr. Rosner succeeds 
Frank W. McMahon, who has been 
transferred to the sales promotion 
division of NBC’s advertising and 
promotion department. 


KFYR does come in loud and clear in a larger area than any 


other station in the nation! Not only that, but KFYR is the 


Number One station in the Number One agricultural state in 


the nation. Every man, woman and child in North Dakota 
(and our families are large) had a 1947 income of $1690.00 
- +» largest of any agricultural state. 


KFYR 


| Bismarck, No. Dakota 


550KC 5000 WATTS 
NBC AFFILIATE 
REP. JOHN BLAIR 
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‘Mirror's’ Circulation Up 

The average daily net paid cir- 
culation of the new Los Angeles 
Mirror during February was 126,- 
677, up 18,583 or 17.2% over Jan- 
uary. Circulation during January 
averaged 108,094. 


Wasp Antenna Sets Drive 

Insuline Corp. of America, New 
York, will use newspapers, bus- 
iness newspapers and direct mail 
to publicize its new indoor Wasp 
television antenna. S. R. Lean Co. 
is handling the drive. 


aps 
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Seabrook Appoints Kline 


William M. Kline, formerly vice- 
president of Peter Hilton, Inc., has 
been appointed director of market- 
ing of Seabrook Farms, Bridgeton, 
N. J., producer of quick-frozen 
foods. 


A WELCOME 
INFLUENCE 


at PHYSiI¢ 


HYGEIA’S influence is based on reader confidence . . 


Ry 
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. 57.9 per cent of 


HYGEIA subscribers are mothers and fathers — people who frequently 


turn to their family doctor for advice on health. They have confidence in 


their physician and accept his advice on healthful living for their grow- 


ing families. 


They have confidence, too, in the reliable information they find in 
HYGEIA, because HYGEIA is written in large part by physicians and 
edited by the American Medical Association. 


And because readers know that HYGEIA prints only reliable advertis- 


ing, they have special confidence in the products offered in its pages. 


Build family acceptance and confidence in your products — let HYGEIA 


carry your advertising message into the select family circle. Write today 
for the HYGEIA Data File. 


THE HEALTH MAGAZINE 


OF THE 


AMERICAN MEDICAL ASSOCIATION 
535 NORTH DEARBORN + CHICAGO IO, ILLINOIS 
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Blue Chips in Top Drawer 
Bewilder Job Seeker 

To the Editor: A young friend 
of mine, just out of college, told 
me he wanted to break into adver- 
tising and asked me how to go 
about it. I suggested he place a 
few classified ads in the situation 
wanted columns of trade papers. 
“Read some of the stuff experi- 
enced ad men are writing,” I said. 
“That will give you the pitch.” 

A few days later he called me 
on the phone. “Say,” he asked, 
“what’s a ‘top flight’ copywriter?” 

“Practically every copy man is 
‘top flight’;” I assured him. “It’s 
okay to call yourself the same.” 

“Can I put myself in the ‘top 
drawer,’ too?” he inquired. 

“Sure. It means the same thing 
as top flight, only it’s newer,” I 
explained. “As you know, only 
shirts go into the lower drawer, 
and socks and underwear in the 
middle one. Admen belong to top 
drawers.” 

“I notice that most of these men 
work on ‘blue chip’ accounts. 
What’s that?” he persisted. 

“Your questions are getting a 
little stiffer,” I complained. “I 
presume a ‘blue chip’ account is 
one that spends a million dollars. 
Of course, you won’t get much of 
B” 

“How would it be if I said I 
have experience on red chip or 
even white chip accounts?,” he 


This department is a reader’s forum. Letters are welcome. 


pleaded. I patiently explained that 
only has-beens ever bothered with 
the reds and whites. 

“But can I get a job if I’ve 
never worked for a 4-A agency?” 
he came back. “What does ‘4-A’ 
mean?” 

“Well,” I faltered, “I suppose a 
4-A agency is one like the outfit 
that produces the Lucky Strike 
advertising. In this racket, if 
you’re not 4-A, you’re 4-F.” 

“I notice that lots of these: boys 
say they want a salary ‘near five 
figures.’ Explain, please.” 

“That’s because they hate to 
come right out and say they want 
$10,000 a year. Seems this figure 
is a 4-letter word in the business.” 

“For Pete’s sake,” he cursed, 
“then why don’t they ask for a 
high 4-figure salary?” I said kb 
didn’t know. “One more thing,” 
he continued. “Do I have to deal 
with ‘principals only?’ Does this 
mean every employe is a partner?” 

Last I heard, my friend got a 
job as a purchasing agent. 

STEPHEN TEDOR, 
Evanston, Ill. 


‘Euphemism’ is the Word 

To the Editor: While I am no 
longer an active member of the 
advertising fraternity, I do still 
read ADVERTISING AGE regularly 
and thoroughly. It’s the best way 
I know of to keep in touch with 


EVERY NEWSPAPER READER 


and at a rate 
that invites 
comparison 


IN / 
LOUISVILLE 


a metropolitan city area of over 500,000 


335,585 DAILY ® 


268,044 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


what’s going on, and still keep 
the ulcers at bay. 

I know there has from time to 
time been considerable discussion 
about the place of the space buyer 
in the advertising agency. I know 
his power and prestige are apt to 
vary all the way from that of a 
“glorified rate clerk” to that of an 
umpteenth vice-president. 

But the general consensus has 
always seemed to be that he should 
be a good enough man to rate 
reasonably high among the agen- 
cy’s personnel, since he is, or 
should be, responsible for spend- 
ing at least part of the clients’ 
money. Then, too, isn’t he gener- 
ally a “front” man for the agency 
—an ambassador of good . will— 
who reflects the courtesy and cali- 
ber of the agency to those high- 
powered and efficient gentlemen 
who seek a fair share of the spoils 
for their employers? 

Hence the enclosed clipping, 
from your Feb. 21 issue. In all 
humility, as a lowly ex-space- 
buyer, but with righteous indig- 
nation, I ask—Why is a space 
buyer “promoted” to assistant ac- 
count executive? 

BILL WILLIAMS, 
Stockton, Cal. 

American usage makes “pro- 
moted” almost standard practice 
when referring to a change in jobs 
without changing companies. A 
somewhat similar euphemism has 
to do with the “resignation” of ac- 
counts by advertising agencies. 


Sharp-Eyed Readers 
Catch an Account Change 
To the Editor: On Page 16 of 
your Feb. 21 issue in the “Getting 
Personal” column is a reference 
to the wedding of Constance Jones, 
daughter of Dick Jones, vice-pres- 
ident of Jackson Brewing Co., and 
a wise crack to the effect that 
Fitzgerald Advertising Agency has 
the Dixie Brewing account. On 
Page 25 is a news article to the ef- 
fect that Fitzgerald Advertising 
has the Jackson Brewing account. 
If the two articles are correct, 
it would seem to indicate that 
somebody on the staff of ApvER- 
TISING AGE is not a careful reader 
of his own paper. What say? 
Geo. A. Voz, 
Gardner Advertising Co., St. 
Louis. 


More than half a dozen sharp- 
eyed readers have caught the dis- 
crepancy between the two items. 
AA was merely naive; at the time 
the Getting Personal item was 
written it was correct, but it didn’t 
stay correct very long, as evidenced 
by the Jackson Brewing item tn 
the same issue, which came in 
after GP had gone to press. 

aes 


Hause Is on the Level 

To the Editor: “Getting Per- 
sonal,” Feb. 28 issue of ADVERTIS- 
ING AGE, pictures Don Hause, ad 
manager, Armour & Co., stretched 


out on a child’s sled _ slidin, 
around corners. 
Does Mr. Hause, we wonder, 


“feel his level best,” or is that a 
pipe he’s smoking? 
GorpDON MoFFiITT, 
Advertising Manager, Carter- 
Waters Co., Kansas City, Mo. 
It’s a pipe, and we suspect that 
he’s using it as an aid in gritting 
his teeth, rather than as an im- 
plement for smoking. 


Shetfield Cartoon Series 
Gets Special Assignment 

To the Editor: We believe the 
enclosed cartoon ad, one of a ser- 
ies of six prepared in behalf of 
our client, Sheffield Tube Corp., 
may be of interest to your publi- 


Tv 


be 
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cation. They are scheduled to run 
from March to August in Soap & 
Sanitary Chemicals; Drug & Allied 
Industries; Packaging Systems; 
Chicago Purchasor, and South- 
western Purchasing Agent. This 
cartoon series supplements a lar- 


how fast 
can tube service be? 


Answer: Before you ve finished phoning your order? 
No—but os fost os every operation under one roof 
will permit. And Sheffield service is complete. We're 
equipped to design and manufacture tubes ond tube 
cartons end, if your facilities are inadequote, even 
to fill, peck, and ship your finished product. Leading 
users know, by holf o century of experience, thot 
Sheffield services ore ier — ond alwoys de- 
pendable. Write today for free illustrated cotolog. 


THE SHEFFIELD TUBE CORP. 


ger-space campaign on sports sub- 
jects being run for the same client. 

This cartoon series has been as- 
signed the job of plugging up any 
important coverage left open in 
our larger-space campaign; to give 
us a current measurement on com- 
parative effectiveness of two en- 
tirely different ad approaches; to 
offer some comparison on pull as 
between magazines and to gener- 
ally further the sales interest of 
the client. 

As in the larger-space campaign, 
these smaller ads also utilize the 
same copy principle of making one 
major sales point per ad. Thus: 
“Who Pioneered Toothpaste 
Tubes?” points up Sheffield lea- 
dership by virtue of long ex- 
perience; “How Fast Can Tube 
Service Be?” ...speed and extent 
of Sheffield tube service, etc. 

Signature addresses of the ads 
are varied according to regional 
and national considerations, and 
all ad keys and signature ad- 
dresses will be set by the publi- 
cations immediately below the 
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firm name which is the last li) 
of the electro. 


KIRKE BEARD, 
Anderson-McConnell Adver- 
tising Agency, Hollywood, Cal 


Says British Admen, Also, 
Are ‘Slaves’ to Statistics 


To the Editor: The nonage - 
erian chuntering of Advertise 
Weekly and the so serious re; 
by ANPA and Four A’s [AA, F: 
14] inspire me—no writer-inn + 
—to say my piece on this subje ¢. 

Such publicity can do great hai 
at a time when many Americ 
business men are studying t! 
dawning market probabilities 
the next 12 months. From 12 yea 
of close association with Europ« 
top advertising men, I can sg; 
that Advertiser’s Weekly spea 
for no representative British ad- 
vertiser or agency. The only place 
I know in Europe where the “cen- 
tral source” idea ever was taken 
seriously was in Hitler’s Germany. 
In one room in Berlin were files 
containing data on every medium 
and county in minute detail, but 
that data was obtained under 
threat of closure by the Nazis and 
I know of no other way it could 
have been obtained. 

Any representative British ad- 
vertising man would agree that he 
was as much a “slave to statis- 
tics’ as is his opposite number in 
this country. When (in the late 
’20s) it was uncommon for the 
press to divulge circulation fig- 
ures, the agencies went out and 
obtained them—by consumer mar- 
ket research. This so influenced 
media buying that in 2 years ABC 
was thoroughly “in business.” 
Again, who told the press how its 
own readership broke down?—a 
national consumer study made 
jointly by the ISBA and IIPA 
(comparable to our ANA and Four 
A’s) and paid for by individual 
advertisers and agencies. “Slavery 
to statistics’ indeed! 

The list of men “enslaved” by 
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lL you pick Beaverite to handle your entire cover requiremen 5, 
as many large companies are now doing, you can be sure of a strong fam |y 
resemblance in all your covers — even though several different styles of 
bindings and cover stocks ore involved Color and grain of stocks can ¢ 
matched, and similar decoration can often be done at a single die cost 


Complete service includes supplying 


acetate tabbed index dividers Mo 1y 


types of bindings. Prices and deliveries a little better than you'd exp ¢! 


for covers of this quality. 


BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


Ring Binders. Sw 


Leather, ond Paper Cove: Stocks; for Leeselect, Plastic and Wire Rindings 
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‘ye thought that profits depend 
pon facts and indicators as well 
.3 selling ideas covers 80% of pre- 
ar British advertising expendi- 
‘ure. If Advertiser’s Weekly wants 
list of names to call on I will 
imnish 50 over the phone. 
During the war, the allocation 
f production for foods and cloth- 
1g was based largely upon sta- 
stical projection of consumer 
, anels. This proved amazingly (to 
tae government) accurate. 
No, Sire! Advertiser’s Weekly is 
suffering from what is, thank 
voodness, a fast disappearing dis- 
ease in Britain: “Blimpery.” Why 
doesn’t AA start a London edi- 
tion? 
Guy BoLaM, 
American Sales & Service 
Agency, New York. 


Underprinting Works 
tor New Orleans Grocer 
To the Editor: We thought you 
would be interested in the enclosed 
advertisement of Capitol Stores in 
New Orleans. Though there has 
been considerable publicity given 
to underprinting on news pages, 
this is the first time to our knowl- 
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edge that an advertiser has ef- 
fectively used underprinting on his 
own advertisement. 

The thought occurs to me that 
many advertisers such as grocers 
who utilize most of their space 
with type matter could effectively 
use underprinting to plug insti- 
tutional thoughts in their merchan- 
dising copy. This would give them 
double value from their ad, a po- 
tent factor these days! 

JAMES C. WITCHER, 

Promotion Manager, The 

Times-Picayune Publishing 

Co., New Orleans. 


Utica Mutual's Safety 
Folder Hits the Mark 

To the Editor: I don’t know how 
often a new author hits the “best 
seller” list in his first attempt, but 
! seem to have made some kind of 

“strike” with my first safety 
prevention piece, “From Handle- 
vars to Steering Wheels.” 

The National Safety Council in- 
ends to use it-in its monthly Sep- 
ember kit, Operation Safety. 
Vithin two weeks’ time we re- 
eived from agents orders for over 
8,000 folders. Almost every order 
ontained praise for the material: 
A good public relations piece”; 
Something that is badly needed 
day,” etc. Parent-Teacher organ- 
‘ations, schools, scout groups, etc. 
ave joined the parade. 

It seems that the suggestion for 
arents to take advantage of the 
ears between teen-age and 
tiving age to teach their children 
ife driving habits, is a new 
iought. Also, the material car- 
es a double-barrelled approach 

that parents who set them- 

‘lves up as examples will be in- 
ined to drive more carefully 

emselves. 

In short, I am quite proud of 

is “first attempt.” I think we 

ve a rich looking folder, the copy 


as 


‘ off in panel form is effective, 


and the illustrations add force to | against the throat and sleeves but- 


the written material. Best of all it 
is being read. 

The intent of this piece is not 
to sell insurance; we barely men- 
tion it. The reason behind it is to 
save lives and prevent injuries. 
The enthusiasm with which this 
little folder is being received seems 
to guarantee in some measure the 
faith in which it was prepared. 

FRED SPOONER, 

Public Relations Manager, 

Utica’ Mutual Insurance Co., 

Utica, N. Y. 


Backs CM on Cigaret Copy 

To the Editor: That Father’s 
Day poster reproduced in ADVER- 
TISING AGE of Feb. 21: Too bad the 
artist couldn’t let poor pa relax 
on his great day. I can just im- 
agine rowing back from a day’s 
fishing with tie tightly knotted 


toned down around the wrists. 

In the same issue The Creative 
Man did well to scoff at the Lucky 
Strike current theme. But I think 
he might well sound off on the 
slogan: ‘“Luckies’ fine tobacco 
picks you up when you're low... 
calms you down when you're 
tense!” 

I chain-smoked cigarets for 29 
years before I asked myself what 
the heck I was doing it for. When 
I got the right answer I quit then 
and there. Did any of the brands 
pick me up when I was low? Men- 
tally, morally or physicially... 
NO. Did they calm me down when 
I was tense? Positively NO; quite 
the reverse, as a matter of fact. 

It seems to me they are a snare 
and a delusion; but of course 
that’s only one man’s opinion. My 
thought is that this sort of ad- 


therefore harms those who foot 
the bills. But that’s not the worst 
of it. Because it’s so far-fetched it 
reflects on all advertising and 
more of the same will tend to 
make the buying public disbelieve 
all advertising. 
Wo. N. Mackey, 
Advertising Manager, New- 
man Brothers, Inc., Cincin- 
nati. 
aes 


Quotes AA on Knights 
of Columbus Ad Program 

To the Editor: I would like to 
have permission to quote in full 
the article in your Jan. 31 issue 
of ADVERTISING AGE entitled “Cath- 
olic Group Expands °49 Ads in 
Magazine List.” 

I will give full credit to Apver- 
TISING AGE. 

Bonps STOcKs, 
Minister, Central Church of 


vertising is not believable, and 


Christ, Jackson, Miss. 
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MAIL THE COUPON FOR FREE SAMPLE BOOK... 
showing improved Hammermill Bond in wide 
range of pleasing colors. With it, if you wish, we'll 


design. . 
redesigning your present letterhead. 
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praised by the boss/ 
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“He likes my work so much better... 


we use improved Hammermill Bond!” 
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“Your Next Letterhead,’ idea-book con- 
26 examples of good modern letterhead 
. useful in appraising, improving or 


--------- 


Hammermill Paper Company, 
1459 East Lake Road, Erie, Pa. 


books of [} Hammermill Mimeo-Bond [ 


Name 


Yes, your typists also will turn 
out clearer finished work on the 


Please send me—FREE-—sample book of improved Hammermill 
Bond. (Check if you’d also like () ‘Your Next Letterhead,”’ sample 


“See how white this improved 
paper is! It adds new sparkle and 
snap and impressiveness to any 
letter you type on it. Try it 
yourself. You’ll agree.” 


glare-free surface of this 


improved Hammermill Bond. 
Takes quick, clean erasures, too. 
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Art, Science Combine 
in Abbott Promotion 


Over-$2,000,000 Budget 
Goes Principally Into 
Beautiful Direct Mail 


By S. R. BERNSTEIN 


Nortu Cuicaco, Irt.—Charles S. 
Downs, youthful vice-president 
in charge of advertising for Abbott 
Laboratories, Inc., described his 
promotional budget to this writer 
as “substantially in excess of 
$2,000,000 annually.” 

Yet no Abbott ad appears in any 
general magazine. There are no 
Abbott radio or television pro- 
grams. There is no Abbott news- 
paper schedule, no outdoor adver- 
tising, no car cards. Perhaps not 
more than half a million individ- 
uals have ever seen an Abbott ad 
or an Abbott promotional piece. 
Probably not more than 4 or 5% 
of the general population is aware 
of the Abbott name and business. 

Under such circumstances, the 
ordinary advertiser with a $2,000,- 
000 budget would be seriously 
alarmed. Abbott planned it that 
way, likes it that way, and has no 
doubts about the importance of its 
promotion program or the results 
it gets from it. 


a Abbott Laboratories is what is 
known as an “ethical” pharmaceu- 
tical house, which means that it 
does not advertise or promote its 
products to the general public. In- 
stead, they are dispensed in hos- 
pitals, and sold by druggists, on 
prescriptions from doctors. Abbott 
also is primarily a pharmaceutical 
specialty house. Whereas there 
are any number of companies 
which make what Abbott calls 
“bread and butter” items—the 
standard products made to rigid 


it was 61. 


s No fixed percentage of the Ab- 
bott promotional budget is de- 
voted to these products, but a ma- 
jor portion of any year’s budget 
is likely to be expended in intro- 
ducing these new items, explaining 
their uses, values and limitations, 
and providing physicians with de- 
tailed information on them. Unlike 
some pharmaceutical houses, Ab- 
bott is chary about widespread 
sampling, and usually provides 
samples only on inquiry. It has no 
fixed rule on this subject, and oc- 
casionally will sample physicians 
with a product, but only if con- 
vinced that the product is one 
which can easily and quickly de- 
monstrate its results to the phy- 
sician. In 1948, for example, there 
were only two sampling mailings, 
both on Thenylene, new allergy 
product. 

The war, of course, provided 
pharmaceutical houses with a tre- 
mendously enlarged opportunity, 
and Abbott was in a position to 
take full advantage of the situation. 
In 1938 it was a substantial but not 
overly large organization, with 
sales of $9,727,000 and net profit 
of $1,648,000. By 1940 sales had 
grown to just under $13,000,000, 
and then they rose to $16,750,000, 
$20,000,000, $33,300,000 and $38,- 
400,000, in successive years. In 
1945 sales dipped slightly from the 
previous year, but by 1946 Abbott 
Laboratories and its two foreign 
subsidiaries, Abbott International 
and Abbott Export, one operating 
generally in the Western Hemis- 
phere and one in the remainder 
of the world, leaped to $54,209,000 
in total sales, and net profit of 
$10,820,000. By 1947 sales had risen 
still further, to $59,621,000, but net 


BOARD EATS, MEETS—Abbott’s working officers and directors lunch daily in the 

board room, can discuss business if they want to. Here are (left to right) G. R. 

Cain, administrative assistant to the president; C. S. Downs, vice-president and 

director of advertising and public relations; $. DeWitt Clough, board chairman; 

Dr. E. H. Volwiler, executive vice-president; R. E. Horn, president, and with back 
to camera, E. L. Drach, vice-president in charge of purchases. 


specifications as outlined in the U. 
S. Pharmacopeia and in the Na- 
tional Formulary, Abbott special- 
izes in items it has developed 
itself, and which are sold under 
its own proprietary names. 

In large measure, this fact ex- 
plains much of the Abbott adver- 
tising and promotion operation. 
While the company makes a few 
“standard” pharmaceuticals either 
to give it a complete line in a cer- 
tain field or as a service to its cus- 
tomers, most of the 800 to 1,200 
different products which it lists 
in its catalog are exclusive Abbott 
creations, available nowhere else. 
In addition, the line changes con- 
stantly. A research, development 
and control staff of 317, including 
44 with M. D. or Ph. D. titles, is 
constantly working on new prod- 
ucts. Last year Abbott introduced 
53 such products; the year before 


had shrunken slightly to $10,- 
216,000 after a reserve of $700,000 
for possible loss on foreign invest- 
ments and other contingencies 
Figures for 1948 have not yet 
been issued, but preliminary in- 
dications are that total sales, in- 
cluding subsidiaries, will aggre- 
gate about $66,900,000—an all- 
time high and about 700% in- 
crease over 1938—and that net 
profit will approach $11,000,000 
or more, depending upon foreign 
operations. 


2 Abbott is one of the few com- 
panies ever headed by a former 
advertising man. S. DeWitt Clough, 
now chairman of the board, went 
to work for what was then the 
Abbott Alkaloidal Co. when he was 
23, after a correspondence course 
in advertising had led to his ap- 
pointment as western manager of 


NOT A DULL MOMENT—Here is a cover and several tynical in- 
side pages from “What's New,” super deluxe house magazine 
which Abbott sends to doctors and interns. 
and printed, and filled with “gallery art,” the publication is a 
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showpiece as well as an effective informational and institutional 
promotion. Each issue is mailed flat in a pictorial envelope which 
is changed completely each month. A photograph of one such 
mailing envelope is shown at upper left. 


three business papers. Named ad- 
vertising manager of the company 
in 1903, after a period as adver- 
tising manager of a medical pub- 
lication, “The Alkaloidal Clinic,” 
which Dr. Wallace C. Abbott, 
founder of the business, published, 
Mr. Clough was elected secretary 
and director of advertising in 1913. 
By the end of another decade, he 
was vice-president in charge of ad- 
vertising and in 1933 he was made 
president, taking over the success- 
ful operation of a _ three-year 
“Make Your Goal” campaign em- 
bracing greater research, sales and 
advertising programs. Abbott had 
met the threat of depression, not 
by retrenchment, but with these 
plans for expansion. 

A year after he was elected pres- 
ident, Mr. Clough told ADVERTISING 
AcE that admen are ingenious, op- 
timistic and courageous, but are 
seldom given enough opportunity 
to contribute to their companies’ 
progress. While the sales depart- 
ment is often concerned chiefly 
with getting immediate orders, he 
said, the adman can take a longer 
look ahead and develop promotion- 
al plans. 


a “The advertising executive 
should concern himself with cus- 
tomer relations and all other 
phases of the business where his 
special talents will be of value,” 
he insisted. “I frankly believe that 
if more companies were to put 
their advertising managers on their 
boards of directors, so that they 
could see the business as a whole, 
and understand all its problems, 
the results would be greatly to the 
advantage of these enterprises.” 

In Abbott’s case, at least, the 
advice has been followed. In 1915, 
after 11 years with the firm, Mr. 
Clough was named to the board. 
And Charlie Downs, who joined 
Abbott in 1930 as the result of a 
merger with another pharmaceu- 
tical house, was elected to the 
board in 1944. He subsequently 
was named vice-president in 
charge of public relations and ad- 
vertising, the post he now holds. 


a The idea of having department 
heads on the board extends to 
other departments than adverti- 
sing. In fact, Abbott is unique 
among larger corporations for 
having a “working” board of di- 
rectors. Every officer is a director 
and every director, including those 
who are not officers of the com- 
pany, is a working executive with 
Abbott, with the understandable 


exception of Edward H. Ravens- 
croft, who is chairman emeritus of 
the board. 

No publicly owned company (Ab- 
bott stock is listed on the New 
York and Chicago exchanges) has 
a more tightly knit management 
group. Since all officers and di- 
rectors are working executives, the 
daily lunch hour provides what 
amounts to a daily meeting of the 
board of directors, as they gather 
for lunch in the directors’ room at 
the North Chicago plant. Formal 
directors’ meetings are held 
monthly. 

Group management and the 
committee system makes the organ- 
ization, with a total of 5,666 em- 
ployes of the parent company and 
its two foreign subsidiaries (of 
which 2,930 are at North Chicago) 
an unusually well integrated or- 
ganization. The committee system 
of management, given free rein, 
embraces an executive committee 
at the top; the board of directors 
itself as a policy committee; com- 
mittees for department heads and 
supervisors; committees to inte- 
grate departmental work, such as 
the products planning committee, 
research and control committee, 
catalog committee, budget com- 
mittee, employe welfare committee, 
etc. 


a Abbott is truly a worldwide 
organization, with at least one per- 
son on the Abbott payroll in every 
country in the world except Russia. 
It has one manufacturing plant 


in the United States, and one each 
in Canada, Mexico, England, South 
Africa, Australia, Brazil, Argen- 
tina, Peru, Chile and Uruguay. 
There are 18 branches and sales 
depots in the U. S., three in Canada 
(the third was opened in Vancou- 
ver March 1) and 47 others scat- 
tered over the world. 

Raymond E. Horn, Abbott presi- 
dent, who is also general manager 
and director of sales, has some- 
thing over 600 salesmen under his 
direction. Abbott products are 
actually sold principally to phar- 
macists and to hospitals, first aid 
stations, etc., but the bulk of the 
promotional effort, and a very con- 
siderable part of the sales effort, 
is directed at the medical profes- 
sion, since pharmacists normally 
dispense Abbott products only on 
physicians’ prescriptions. 

A small group of hospital detail 
men in the sales force call on 
hospitals only, but in general the 
bulk of the staff calls on both 
pharmacists and physicians. In the 
larger cities, however, where phy- 
sicians are numerous, certain sales- 
men call on the medical men ex- 
clusively, and seldom or never con- 
tact pharmacies. In fact, about 20% 
of the sales staff almost never 
make a sale, since these men’s en- 
tire efforts are concentrated on 
physicians, explaining new prod- 
ucts, urging their prescription, etc. 
In some areas and in modest quan- 
tities, physicians themselves may 
buy Abbott preparations, but the 
big bulk of the business is actually 


STRATEGY—Grouped around the desk in C. S. Downs’ modern and spacious offic 
are R. Blayne McCurry, assistant manager of advertising and public relation 


G. H. Fritzlen, executive assistant advertising manager, and Mr. Downs. 
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} andled by pharmacists. 


s Abbott sells both through whole- 
silers in the drug field, and di- 
:2ct, with perhaps two-thirds of its 
total volume being handled in di- 
:ect sales. It is easier and more 
«fficient for Abbott to handle sales 
ji this manner than it is for most 
crug store products producers, be- 
cause the prescription busihess, 
upon which Abbott depends, is far 
more highly concentrated than is 
most drug store business. A rela- 
tively small number of prescription 
pharmacies and drug stores with 
large prescription departments ac- 
count for the bulk of sales outside 
the hospital field. 

The Abbott sales and promotion- 
al operation sets the pattern for 
the advertising and promotional 
activities of the firm, as it does 
for other ethical pharmaceutical 
houses. What distinguishes Abbott 
advertising and promotion is not 
its type, but the high character of 
its format and content. To a larg- 
er extent than may be recognized, 
Abbott standards of art and adver- 
tising have tended to raise the 
quality of all similar advertising, 
and to change its approach from 
what might be called a medical 
“trade” character to promotion of 
surpassing skill and beauty. 


s Since the ethical pharmaceutical 
manufacturer has only a relative 
handful of actual customers, and 
since those customers are activated 
by the prescriptions written by 
physicians, his promotional job is 
necessarily one primarily of pin- 
point concentration, rather than of 
shotgun methods. Thus, the two 
basic media which fit his needs are 
specialized publication advertising 
in the medical, hospital, drug and 
allied fields, and direct mail. In 
addition, there is need for a great 
deal of promotional service for 
dealers, for endless pieces of litera- 
ture explaining products, dosage, 
uses, etc., for handling correspon- 
dence and inquiries and for gen- 
eral educational and “public re- 
lations” activities. 

The nature of the business and 
its high degree of specialization 
make for greater integration of 
the advertising and promotional 
activities within the company, and 
it is not unusual therefore that all 
major ethical pharmaceutical 
houses have larger advertising de- 
partments and place less depen- 
dence upon agency service than 
do other companies with compar- 
able promotional operations. 


= Most pharmaceutical com- 
panies employ agencies, and Ab- 
bott has used them in the past, 
but it thinks of itself as a non- 
agency organization, although 
Maxwell Droke of Indianapolis 
places some of its business paper 
idvertising and does a consider- 
ible amount of advertising writ- 
ng for it. 

The bulk of the Abbott adver- 
ising and promotion, however, is 
urned out by Charlie Downs’ de- 
vartment at the North Chicago 
1eadquarters, where there are 95 
/eople—25 of them in the adver- 
ising department proper, and an 
dditional 70 in “advertising serv- 
*e” (which handles inquiries, 
amples, mimeographing, etc.). 
About 25% of the Abbott pro- 
notional budget goes to pay for 
he “overhead” operations of this 
irge and busy department, the 
emainder of the “substantially 
ver $2,000,000 budget” going di- 
sctly into advertising and pro- 
Lotion. 


Biggest single chunk of this di- 
‘ct advertising and selling ex- 
ense is for direct mail of all types, 
‘counting for about 50% of di- 
‘ct advertising costs. Another 
'% goes into medical, hospital 
id other professional journal ad- 
‘Ttising; dealer promotional serv- 
es take about 13%; follow-ups 


« \d inquiry handling another 13%; 
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TOO MUCH TEMPTATION—One of half a dozen mailing pieces for Desoxyn, an 

aid in the treatment of obesity. Shown above is the center spread of the four-page 

folder. Mailing piece envelopes get special art attention at Abbott, each being de- 

signed especially for its enclosure. Each copy of the house magazine, “What's New,” 
also carries a different full-color pictorial envelope. 


literature, blotters and detail cards|ing into educational films, ex- 
which are given out, rather than | hibits, etc. 


mailed, absorb 6%, and 1% is go- 


single promotional weapon in the 
Abbott arsenal is “What’s New,” 
an external house organ published 
11 times a year, which is the de- 
spair of most house magazine 
editors, and a source of amaze- 
ment even to editors of the slick 
and lavish general magazines. 
Ordinarily running from 24 to 32 
pages, Fortune size, except for the 
Christmas issue which is likely 
to be bigger (last year it was 60 
pages and cover), “What’s New” 
is an artist’s and editor’s delight, 
as well as quite obviously an ef- 
fective promotional instrument. 
Laid out with a loving hand, its 
lavish use of full color “gallery” 
art, combined with magnificent 
layout and typography, top qual- 
ity printing and heavy coated 
stock, makes it a publication which 
delights medical men and graphic 
arts experts almost equally. 


we Last year its 11 domestic issues 
averaged 172,000 copies monthly. 
In addition about 26,000 were pub- 


The biggest and most exciting | 


lished in various formats and un- 
der varying names for other parts 
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of the world. A Spanish edition is 
printed here, another is printed 
in Argentina, and French and Eng- 
lish editions are printed in Can- 
ada. For books of such relatively 
few pages and such relatively 
large runs, it is expensive, the cost 
running from 20 to maybe 24-25¢ 
each, and averaging about 21¢. 
But Mr. Downs, a _ complete 
realist, measures cost only in 
terms of results. On this basis, he 


EKTACHROME Processing 


Duplicating Transparencies 
Carbro Prints 


Jack Ward Color Service 
109 West 48 St. 
New York 19, N. Y. 
Telephone Circle 5-7285 
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rane Sales sie 20.8% When 


<<Go or REFUND Oo 


$ Guaranteed by > 
Good Housckooping 
Xtor 


AS Abventistd waned 


This Seal 


reports W. W. Brady, Sales Manager of Grand Union Stores 


UST THE SIMPLE ACT of adding the Good Housekeeping 
Guaranty Seal to regular display cards increased sales 
more than 20%. 


That’s what 12 Grand Union super markets in West- 
chester County, New York, found out when they carried 
on a special 6-weeks sales test last October and November.* 


Here’s how it worked: 

Eight nationally advertised, Seal-endorsed products were 
selected: Lux Flakes, S. O. S. Scouring Pads, Treet, 
Heinz Baked Beans, Lifebuoy, Swanson Canned Chick- 
en, Pillsbury Pie Crust Mix, and Spry. 

Normal sales were measured for two weeks to form a 
base for the test. 

Then stores were divided into two groups of approxi- 
mately equal sales volume. 


While one group displayed half the products with plain 


Women Arnau) we give thus peal, 10 mo One. .. the produet that hao iL, cams Good Hosehenlag 


GOOD HOUSEKEEPING. sel goods 


The Homemakers’ Bureau of Standards, 959 8th Avenue, New York 19, N. Y. 


Was Added to Displays! 


cards, the other group displayed the same products 


with the Seal added to the 


cards. 


Conditions were reversed for a second two-week test of 


the remaining four products. 


RESULT: Cumulative sales of all 8 products showed a 
gain of 20.8% when Seal was added to display. 


Positive proof that the Good Housekeeping Guar- 


anty Seal sells goods. 


Tests in drug and department stores show the same kind 


of results. 


No other magazine offers its advertisers such a tre- 


mendous selling advantage—a proven method of helping 


ads pay off at the point of sale. 


* Complete test was conducted by Fact Finders, Inc., an indepen- 
dent research organization. For brochure giving complete results, 
write to Research Director, Good Housekeeping. 
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says, “What’s New” is definitely 
not expensive. “What’s New” was 
started in 1935, replacing an ex- 
ternal house organ which was cer- 
tainly not costly to produce, but 
was equally definitely “one of the 
most expensive advertising jobs 
we ever did,” he says. 

This low-budget house organ, 
Abbott’s first external publica- 
tion, was a direct result of the im- 
pact Reader’s Digest made on Ab- 


bott’s then-president, Dr. Alfred 
S. Burdick. He was so taken with 
Reader’s Digest and its “perfect 
format” and treatment for an ex- 
ternal publication, that at his in- 
sistence the company borrowed the 
format wholeheartedly, and early 
in the ’30s launched “Abbott Di- 
gest,” RD-size, no illustrations, 
and aside from its content (which 
consisted of digests from the med- 
ical literature) practically indis- 
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IS MOVING TO THE 
NEWSPAPER ALL 
AMERICA WILL 
BE TALKING 

ABOUT ON 

MARCH 27, 
IT'S 


EDITION OF THE 


PITTSBURGH POST-GAZETTE 


ae ee roe 


Age ea ate 


“PAPER SET?” 


We say NO...and here’s why: 


When you contract for space in a 
newspaper, trade paper or maga- 
zine, you are simply leasing white 
space to serve you in selling. What 
goes into that white space is what 
determines the result you obtain. 

You pick your illustration, you 
make a fine halftone, you carefully 
go over your copy, you are pleased 
with the layout of the advertise- 
ment. So far everything is fine 
until you decide to let the “paper 
set.’’ So you proceed to either 
specify what types are 


of your organization or the pub- 
lications. In modern-day compe- 
tition it also calls for a good type 
face assortment. It also requires 
a great deal of time and patience 
to get an advertisement to have 
any kind of appearance that will 
satisfy you. True, the cost of the 
space is often small, but no space 
cost is too small not to justify the 
sales message being given every 
opportunity to do the required 
work successfully. 

The additional cost 


to be used in setting is not great and the 
your advertisement or ‘ simplicity and ease of 
you take a chance that — handling as well as a 
someone on the publi- Reliability good, fine appearance is 
cation will interpret relgoeegantteneta not difficult to obtain. 
the layout and give aiaphantiren eet Talk it over today with 
you what is needed. ener rnre aa a representative of the 
Either of these acts re- ——awe Faithorn Corporation 
quires, for good adver- Ergon. and let him explain the 
tising, an exceptionally ae “sure way” to handle 


skilled and technical 
knowledge on the part 


FINCHLEY is a regular user 
of Faithorn Complete Service 


your work. Telephone 
WHITreEHALL 4-2300. 


Member of Advertising Typographers’ Association of America 


FAITHORN CORPORATION 


WORK IN PROGRESS—Assistant advertising manager R. Blayne McCurry (seated) 


discusses a problem with staff members. 


On the bulletin board in the rear are 


numerous examples of the colorful pieces which make Abbott advertising among 
the most artistic in the country. 


tinguishable from the publication 
which inspired it. 


ws “Abbott Digest” came out for a 
couple of years, but it was def- 
initely a flop. Response was prac- 
tically non-existent. Yet somehow 
the idea of an external house or- 
gan, a sort of regular means of 
doing an institutional and in- 
formative job, seemed good. So in 
1935 “What’s New” came out, as 
an experimental quarterly. This 
time, instead of attempting to ape 
Reader’s Digest, Abbott went 
whole hog the other way: It 
wanted to out-fortune Fortune. 
And if it hasn’t succeeded, it has 
certainly come extremely close. 

“What’s New” was an immediate 
success. So much so that the first 
“quarterly” issue came out in the 
fall of 1935, but by January of 
1936 (the second issue) it had al- 
ready become a monthly—11 issues 
a year, with a combined July- 
August issue. 


a Abbott thinks of “What’s New” 
as primarily institutional and in- 
formative, and only secondarily as 
a selling instrument, although the 
two functions are largely indis- 
tinguishable. Mr. Downs likes to 
point out that the tendency over 
the years has been to use more and 
more potent drugs, which are in- 
creasingly effective against dis- 
ease, but are also increasingly 
dangerous to use. “From a purely 


selfish point of view, even if you 
leave out all considerations of hu- 
manity,” he says, “we want to do 
everything possible to see that our 
products are used properly. We 
therefore have a very big edu- 
cational job on our hands, not only 
to point out the uses and advan- 
tages of the pharmaceuticals we 
develop and produce, but their dis- 
advantages and dangers. When 
‘sugar water’ pills were the aver- 
age doctor’s prescription for most 
ills, it didn’t make too much dif- 
ference whether they were com- 
pletely understood and carefully 
prescribed and taken. But many 
modern pharmaceuticals are so 
potent that an error of even 5% 
in dosage might be dangerous. 

“We consider it our duty, as 
well as to our selfish advantage, 
to make certain that these prod- 
ucts are fully understood and 
earefully prescribed and_ used. 
‘What’s New’ is a principal—but 
not the only—method we use to 
bring information of this type to 
doctors and hospitals.” 


s Does it pay? Well, “What’s New” 
is a long way from being a dis- 
guised mail order catalog. It con- 
tains only three ads per issue, its 
text is notably free from coupons, 
and most of the “direct hooks” 
consist of modest textual notations 
that samples or literature will be 
sent on request. Nevertheless, the 
publication last year pulled a total 
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of 348,635 inquiries of all kinds - 
amounting to 18.4% of its to || 
of 1,892,029 copies mailed. s 
physician readers asked for 24 - 
980 samples, 44,636 pieces of lit: - 
ature, 48,670 file-size reprints 
“Brief Summaries and Abstract .” 
8,349 cover reproductions. T} 
made these requests by return 
143,354 insert cards. 

More closely related to dir ct 
product selling are the broadsi: es 
which go regularly to physici: \s 
and interns. Fifteen of these, tot. |- 
ing almost 2,500,000 pieces, wi re 
mailed last year. These broadsic es 
usually feature a single produ t, 
although occasionally two relat :d 
products are emphasized. Te 
“selling” usually consists of a 1°- 
quest for a sample, or for detailed 
literature, although sometimes Ab- 
bott “just hopes the doctor will 
prescribe the product.” The “sales” 
device is a reply card, and last 
year 317,142 of them were re- 
turned—a 13.2% return on total 
broadside mailings. They re- 
quested 377,675 samples and 29,- 
512 pieces of literature, adding up 
to 407,187 requests, or 16.9% of 
the total number of broadsices 
mailed. 


oa “<< 


s Abbott promotion is normally 
set up on the basis of two major 
campaigns a year, with each giving 
major emphasis to six products, so 
that a dozen products a year get 
the principal benefit of promotion 
These are usually new or espe- 
cially timely products, and they 
are heavily featured in publica- 
tion advertising, in broadsides, 
“What’s New,” and the tremendous 
promotional program developed 
for the trade. Other products are 
not neglected, and as many as 20 
or more may be the subject of 
specific promotions. 

Six times a year Abbott pro- 
duces a major portfolio containing 
complete data on the next two 
months’ advertising and promo- 
tional effort. The portfolio serves 
two purposes, which Abbott con- 
siders almost equal in value. It 
is designed to be shown to drug- 
gists and to secure their coopera- 
tion, to induce them to carry ade- 
quate stocks, etc. But Abbott 
thinks it performs an equally im- 
portant function in merchandising 
the advertising to its own sales 
force. 


@ The January-February, 1949, 
portfolio is typical. Like every- 
thing Abbott does, it is impres- 


sales goals— it’s the one at the right. With 
his wife, he spends a very comfortable 
income on everything that makes 

for better living in their very comfortable 
home. They depend upon Better 

Homes & Gardens’ 100% service for 
information and ideas. Is your story there 
when they're making up their minds? 


America’s First Service Magazine 


If you’re interested in goals— 
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HALL OF FAME—Bert Ray, Abbott art 

director, walks down the hallway lead- 

ing into the ad department. Hanging on 

both sides are some of the innumerable 

citations and awards Abbott advertising 
has won. 


sively produced, in two colors, 
with handsome plastic binding on 
bristol board, and taking on color- 
fulness and artistic merit by virtue 
of the examples of completed pro- 
motion, mostly in full color, which 
are included in it. 

“Push products” for January 
and February were Iberol, an iron 
and multiple vitamin preparation, 
and the Aerohalor, “a simple, con- 
venient method of introducing dry, 
finely powdered penicillin into 
the upper or lower respiratory 
tract.” 

First section in the book is on 
“detailing,” which shows samples 
and literature available to the 
sales force. There is a pocket-size 
folder in full color for each prod- 
uct, a three-color blotter on Iberol, 
and a 24-page full-color booklet 
on the Aerohalor. 


a Then comes a section on direct 
mail, featuring the January and 
February issues of “What’s New,” 
full-color broadsides on the two 
featured products, and _ supple- 
mentary direct mail on the prod- 
ucts, including “prescription spec- 
ialists” and “reliable prescrip- 
tions” mailings on each of the 
products, as well as three “Dear 
Doctor” mailings under the names 
of individual Abbott representa- 
tives. 

The “publications” section lists 
about 50 medical, drug and hos- 
pital publications in which full 
pages on one or both of the prod- 
ucts appeared. Iberol was given 
476,166 publication impressions 
and 753,100 direct mail impres- 
sions during the two months, for a 
total of 1,229,226. Aerohalor got 
592,512 publication impressions, 
and 688,500 direct mail circulation, 
for a total of 1,281,012. 


* Backing up the products was 
‘ complete retailer tie-in program, 
embracing imprinted mailing cards 
eaturing the products, imprinted 
lotters, an imprinted pharma- 
ists’ “magazine” published at reg- 
lar intervals, and a host of other 
dvertising materials, including a 
vo-sided “ethical pharmacy” win- 
2w display, one side stressing the 
ire used in compounding pre- 
‘iptions, the other featuring a 
uman interest painting by Joseph 
irsch, emphasizing the impor- 
‘nce of the family physician. 
Abbott’s elaborate and expensive 
indow displays, which always 
‘ature the druggist or doctor and 
ay down the Abbott participa- 
on, have frequently been com- 
ented upon by advertising men, 
it Mr. Downs says they repre- 
nt only a “minor” part of the ad- 
rtising budget. One reason is 
at they are always built “two- 
ded” [and occasionally even 
our-sided”] so that with minor 
anges they can be made into an 
tirely new display. Another is 
' at relatively few are used; only 


' 0 a year are produced, and then 


quantities not usually exceeding 


5,000. Abbott doesn’t pay for in- 
stallation, gets them in the big 
pharmacies in high traffic spots, 
and frequently gets repeat show- 
ings.) 


# In addition to the wealth of 
promotion put behind the two 
featured products, the January- 
February portfolio includes full- 
color inserts in the Journal of the 
American Medical Association on 
Desoxyn hydrochloride, an aid in 
the treatment of obesity, and Pen- 
tothal sodium, an _ intravenous 
anesthesia. Desoxyn also was the 
subject of a broadside in February, 
as well as the recipient of full- 
page ads in 35 medical journals. 

This and some 20 other products 
were given total promotional sup- 
port of 3,056,539 impressions dur- 
ing the two months, in addition to 
the effort placed behind the two 
featured products. 

One of the major phases of the 
Abbott promotional program is the 
continuing “helping hand” work 
with druggists. This is an elabo- 


STUFFY—lIllustration for one of the series 

of ads and mailing pieces, featuring 

people made out of the things they eat, 

which is being used for Abbott vitamin 
preparations. 


rate program of dealer aid ma- 
terial, some of which is given to 
pharmacists, and some of which is 


sold to them at moderate prices. 
It includes such items as delivery 
envelopes and labels, prescription 
signs, telephone stickers, identifi- 
cation badges, imprinted scotch 
tape, bottle and box stickers, book 
matches, envelopes and _ letter- 
heads, poster panels for counter or 
window, a wide variety of handout 
folders, mailing pieces, envelope 
and package enclosures, mats for 
advertising, etc. 

ws None of this material is “Ab- 
bott” material; it has no mention 
of Abbott and is purely promo- 
tional for the pharmacist. Most of 
it features the “Reliable Prescrip- 
tions” trademark which is owned 
by Abbott. 

During 1948, Abbott gave phar- 
macists about 20,000,000 pieces of 
various kinds, and in addition sold 
them 22,500,000 pieces, including 
10,000,000 books of matches. 

Abbott also exhibits at a hand- 
ful of medical shows each year, 
again doing its best to attract at- 
tention with high style, unusual 


design and unusual art. But Mr. 
Downs says that the cost of ex- 
hibits is a small fraction of the 
promotional budget, despite the 
fact that a single show may run 


Put that ad to double use by 
having it reprinted in the form 


of an inexpensive mailing piece 


. FOR SAMPLES AND PRICE LIST 
Write or Phone es 


— Sawies Paittirs.ine. 


120 Worth Grede Si. - Chicago 7, WMinois + Taylor 9.3200 


THE NATIONAL BUSINESS 
DAILY, COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


MERCHANDISE MANAGER 
Home Furnishings Div. 


ut yourself in his place. 


You'd have to direct the buying and selling 
of as many as 10 different home furnishings departments. 
Naturally, you’d want to keep promptly posted on the trade news 


and developments that affect each of them. 


If you could create 
the ideal business 


news service for yourself, 


wouldn’t your specifications read something like this? 
“A single publication that covers all the lines | merchandise 
—one package that gives me the whole coordinated picture. And fast. 


| make buying and 


selling decisions daily. 


That’s how | want my business news reported.” 


There’s just one publication that fills the bill. 
No wonder merchandise managers all over the country 
prefer Retailing Daily, rate it their No. 1 business paper. 


RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST! 
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into sizable proportions. 

A fairly new development with 
Abbott is the use of educational 
motion pictures, designed for 
showings before technical groups, 
primarily doctors. Thus far films 
also represent a tiny fraction of 
the Abbott promotional expendi- 
tures, but one gathers that they 
may become more important as 
time goes on. 


@ The one thing that distin- 
guishes Abbott advertising and 
promotion is its willingness to ex- 
periment, to seek after artistry as 


well as craftsmanship, and to turn 
out a thoroughly professional—and 
impressive—job, no matter what 
is involved. Its curiosity and in- 
terest in art forms knows no 
bounds, and, convinced that doc- 
tors have a greater than average 
interest in art for art’s sake, it 
takes delight in giving artists a 
chance to interpret its “dry” medi- 
cal subjects in anything but dry 
form. 

For example, a campaign last 
year on Thenylene hydrochloride, 
for use in treating allergies, was 
illustrated by Julio de Diego with 
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BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 
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FOR PRODUCT INDENTIFICATION _ 
Apply trade names, trade marks, numbers, 
speciteatons directly to product. 


FOR PRODUCT ADVERTISING 

Put sales messages directly on cane 
at point-of-sale. Apply to finest surface. ate < 

FOR PRODUCT INSTRUCTIONS 

Apply diagrams and instructions on product for or 
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-0F job instructions during assembly. 


Write for Free Somples 


— MYSTIK ADHESIVE PRODUCTS 


2639 N. Kildare ° 


Chicago 39, Illinois 


a series of 12 or more full-color 
impressionist-cartoon paintings 
which tied in with headlines on 
the light side, such as “There’ll be 
less pollen dodging this season,” 
“There'll be less weeping this sea- 
son,” ete. And a new campaign 
about to break on vitamins is built 
around a series of amazing illus- 
trations, put together by Harry 
Farrell and photographed by 
Charles F. Kuoni, in which the 
characters are built out of the 
products they consume. 

One ad, “Mr. Beeler is a be- 
tween-mealer,” shows Mr. Beeler, 
a gentleman composed entirely of 
popcorn, peanuts, candy and as- 
sorted between-meal snacks. The 
likeness of “Mr. Bruncher,” who is 
a “donut muncher,” is made up 
entirely of donuts, a coffee bottle, 
spoon, lumps of sugar and a coffee 
cup. A gentleman who prefers his 
nourishment in liquid form is pro- 
trayed with the aid of a couple of 
cocktails and various bar acces- 
sories. 


s All this care and attention to 
detail is worth while, Abbott be- 
lieves. Its advertising is distinc- 
tive and unusual to a marked de- 
gree. It is never dull nor monoto- 
nous, and Abbott has plenty of in- 
dications that little of it is thrown 
away unopened. In fact, there is a 
good deal of evidence that its re- 
cipients enjoy getting it and look 
forward to it. 

Furthermore, Charlie Downs 
insists that it is not particularly 
expensive. One reason, he says, is 
that “gallery art” isn’t likely to 
cost as much as good commercial 
art, and in addition it provides a 
constantly fresh touch. Pioneering 
in the gallery art field, as it has 
done, and staying with it so long, 
has also paid off. Abbott is a 
favorite among artists, who know 
they won’t be hampered by style 
limitations and who realize that 
the company provides an excellent 
source of commissions for them. 

Like any other successful adver- 
tiser, Abbott does certain things 
year after year, in much the same 
way, because it knows they pay 
out. But the distinguishing feature 
of the company’s promotion is that 
there are no sacred cows, no ob- 
jections to trying new things, no 
prohibitions against innovations— 
except, of course, for one thing: 

Abbott has no plans to become 
a general advertiser, even in the 
institutional manner which has 
been used in recent years by one 
or two other ethical pharmaceu- 
tical houses. 


Interstate Bakeries 
Using ‘Cisco’ Show 
in Midwest Markets 


Kansas City, Mo.—Interstate 
Bakeries Corp., with headquarters 
here, is now sponsoring the “Cisco 
Kid,” three-times-a-week half- 
hour show, on 11 midwest stations 
covering the eight markets in 
which the company has plants. 
The program has been sponsored 
by Interstate in southern Cali- 
fornia over the Mutual-Don Lee 
Broadcasting System for several 
years. 

To create public interest in the 
show, the company launched one 
of the biggest regional radio pro- 
motional campaigns to be con- 
ducted by a baking company in 
recent years. Two weeks prior to 
the kickoff on March 1, a teaser 
campaign began, using the slo- 
gan “C. K. Watch for the Day.” 


@ The slogan was used on truck 
cards, radio spots, in newspaper 
ads, direct mail and grocery trade 
publications. Then letters were 
sent to grocers, PTA and other 
women’s groups, stressing the fact 
that “Cisco Kid” provides good 
clean entertainment for children. 

Grocers received five tons of 
paper caricature masks of Cisco 
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around this. 


Serve any soup 


sons—for their preference. 


The Creative Uane Corner 


These two advertisements, for similar kinds of crackers, 
point up the difficulty advertising faces when confronted 
with products that have little competitive difference, apart 


In fact, if you study each cracker carefully, you'll find 
that Hi-Ho crackers differ from Ritz chiefly in the fact that 
Hi-Ho crackers have seven little holes in them compared to 
only six for Ritz. That’s because of the dot over the letter 
i in Hi-Ho. But you can’t wrap an advertising campaign 


So similar are the crackers, in fact, that the same attempts 
at differentiation take place in the copy. Ritz says, “Nothing 


tastes as good as Ritz—but Ritz.” Hi-Ho says, 
cracker has the flavor that belongs only to Hi-Ho.” 

What, then, can a copywriter resort to? A Rube Goldberg 
device? A “cracker-cracker” that determines the amount of 
crispness one of them has over the other? A popularity sur- 
vey—to determine which has the greater acceptance? Or 
must he give up and be content with meaningless phrases 
sprinkled around a large iilustration of the package? 

Here, perhaps, is where research might come handily to 
the aid of the writer. For there must be some people who ask 
specifically for Ritz, and some who ask specifically for Hi- 
Ho, and these people must have some reason—or even rea- 


Further careful scrutiny will reveal flakes of salt on the 
Ritz crackers and none on the Hi-Ho. Is this the difference? 
If so, let’s bring it out. Ye gods, we can’t have a product 
without a competitive advantage. 
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“No other 


and Pancho, leading characters on 
the show, to hand out to children. 
Interstate salesmen wore Mexican 
sombreros on their rounds. 

Promotion is being conducted 
through use of truck placards and 
radio stations. The latter are 
WGN, Chicago; WIRL, Peoria; 
KRNT, Des Moines; WSAI, Cin- 
cinnati; KCMO, Kansas City; 
WOOD, Grand Rapids; WCVS, 
Springfield, Ill.; KOIL, Omaha; 
WKBZ, Muskegon, Mich.; KMA, 
Shenandoah, Ia.; and WCNT, Cen- 
tralia, Ill. 

A “booster” campaign of sim- 
ilar characteristics will be con- 
ducted in southern California 
about April 1. Interstate uses the 
trade name Butter-Nut for its 
bread in the Midwest. In southern 
California it is sold as Weber’s 
bread. 

R. J. Potts, Calkins & Holden, 
Kansas City, is the agency. 


Ad Council Distributes 
Messages in Pay Envelopes 


A new medium the Advertis- 
ing Council, New York, is using 
for getting public service mes- 
sages across to the public is pay- 
roll envelope stuffers. Through 
the cooperation of Moran-Lindall, 
Inc., payroll delivery service, 
more than 100 companies are now 
distributing council campaign mes- 
sages to their employes in pay en- 
velopes. 

First council project handled 
this way was the United States 
savings bonds campaign. 

The council estimates that about 
5,000 employes of the cooperating 
companies will receive the stuffers 
which are to be designed and pre- 
pared by the council. 


Pendrell Agency Moves 


Nan Pendrell, New York, ad- 
vertising, merchandising and pro- 
motion specialist, has moved its 
offices from 42 E. 5lst St. to 37 W. 
57th St. 


Industrial Surveys 
Moves Into Store 
Audit Operation 


Cuicaco—Industrial Surveys 
Co., research organization whose 
principal activity revolves around 
the National Consumer Panel, a 
group of families who keep rec- 
ords of their purchases, has ven- 
tured into the store audit field 
with a new service. 

Working with the Bureau of the 
Census, Industrial Surveys has de- 
veloped a probability sample of re- 
tail stores which it believes can be 
used for accurate sampling of any 
store category. At present it is 
using only food stores, developing 
figures from nearly 5,000 stores 

The company reports quarterly 
on an inventory and audit basis, 
providing data on store inventory, 
percentage of stores stocking, shel! 
prices, merchandising tie-ups, «tc 
It does not attempt to report 
product turnover. Audits are mide 
personally by Industrial Surveys 
representatives, and the compeény 
claims proportionate represen 4- 
tion of chains, independents end 
supermarkets. 


s Two advantages of the service 
are said to be its relative sp: e¢ 
and low cost. The base pice 


ranges downward from $2,500 »¢! Hh), 


audit for a single product, wv ‘th 
substantial discounts to users 0 
the company’s National Consur '¢! 
Panel. 

Within a month, Industrial § 
veys, now located at 127 N. Deir 
born St., expects to occupy 32 )0! 
square feet of space it has lez °° 
in the Mandel-Lear building, ‘2° 
N. Michigan Ave., where exten ‘v¢ 
alterations are now being made 


rating 
audie 
fall i 
fusing 
not t 


bled” 
nique 


0 cul 
phone 
elevi: 
mess ; 


Aft 
is au 
also t 
ompe 
nstrui 
n otl 
Said. ‘ 
evelo 
Hav 
petitio 
irst N 
he ] 
adio 
yision 
since | 


ost an 


a a — 
-_ 


Yi ek Paagigy 7 a Ne ee M date oe oe oy Bete nea ia hoon Wh q <m ae a > sas oT ge : gohan 2 oe nae * a os ae aa *% ? Fie <i re ea 
fee ae ree Ro ce ce eee oe ee wae = a oe 2 
— SS | 
: + . 
fel. | E 
eg 
a 
= ) 
Sarr os ' 
a ; HR 
| a 
| spo! 
| vis! 
gees sess 
~ Nic] 
“Sits 0 the 
ae ginr 
| Rrcititiuncestssttti aa a aes 
are eet epee ‘ ie 
a atti - %| “ and 
7 miiisttesesseaase nG NEWS (reanc | a ae Fae | are 
? Bes BUFFALO EVE ne oar a sass * peallbvwe Notes ws = f " ey a - 48 oi . t _ ® bi a ‘ = 
a2 =)\ en este —— ~ ' y 
_ a \ae ik =e nare... 
> >t Hs BY ee Ga ve pe i % Hoo 
| \948 Ll s 651,593 LINES |i aa? TALI, Ha 
- (oe TARGEST 20. » ADVERTISING ey : * é j sy i ee A “4 ry - 
e r LAR STRAIGHT RUM AL \\e ” Ba | | we ih 7 —* 
¢, | LIWAGE EVER LARGEST six DAY Ar “ ACKERs — a 
" ‘ +e D wy } YORK STATE ‘ \ { .) 4 4 en: F . . ereerell } _— * ... 
7" fi CARRIE a= > \W NEW vecnmeeet | Wh oo “Ss "a 
aes r: vane ond —_ - wa Se A ¥ ’ 4; 7 M 
- i BE BUFFALO pees . ene ._— ~*~ ea ee clare 
aene SSS t —— SEA OS te SES ee Saree * be a ee 3 ‘ £.° ce Onsen : 
Hl wewSPAPER occco os ete eee ° > * 70+. BS non 
take N - ones SER | oe eee re Se eee ee ae ——— y * soun 
uae eco tem ee 5 ier hearse esse cae an on Fron 
ee ee ee Se 7 by F 
: ba DSSS Seta sere ast Sn eee See eee ) them 
= STS ee ae eae mre See . 
&§ SSeS Se ee Wee eee ote 
4 ma crstiitiiitastssttacttstaststeateeSettesess pag gram 
sssetssss ticate 
failec 
Th prog) 
that 
chany 
- He 
= sen | 
i radio 
. / is “w 
_ VY es -_ 
s, 
MG ’ 
—* ws ee - 
Gg ‘/ 
a | He 
a _ | less y 
il at ers ir 
: 3 | ee 
“eae 
me 
i: 
se ee 
$$ 
= f 
ou ete ee fle, me 
ag ae pirrere™ et 
Me; PP MN | 
, ‘ ee oe ‘ ye : % aan 
Fe, s\_ we Glue. SAR ee or? | x 
ws eo ere per era ue ie. 
, * — re 
"2 : 
: 
zs eee Ad 
be ET ea Vi age 
i. ' BA eRe Bs teeing a eae RR ete! | 
i , ANY SIZE—ANY COLOR—ANY DIE-CUT SHAPE : 4 
ad : eae | 6 rai 
| ‘iideitiiiiiianeiiiiniinaiainal — ) | ee | 
. — ea 
a | | r. Ros 
a | pn nea 
‘ INCer, 
i : | ' Xp cts 


4, 194) 


| 


ee eee 


Hooper, Nielsen 
Offer New Video 
Rating Services 


(Continued from Page 1) 
sponsored by the Chicago Tele- 
vison Council on the same panel 
session on research, Arthur C. 
Niclsen of A. C. Nielsen Co., told 
the video broadcasters that, be- 
ginning May 1, his company will 
measure stations and programs 
minute by minute in the New York 
area, and will add other cities 
and a network service “when these 
are justified by the size of the 
audience.” 

The feuding which was expected 
to take place when Kenkel of 
Hooper, Nielsen of Nielsen and 
Dr. Sidney Roslow of Pulse, Inc., 
got on the same platform, some- 
how did not quite come off, de- 
spite Mr. Nielsen’s valiant at- 
tempt to start it. 


s Mr. Nielsen emphatically de- 
clared that the methods used by 
Hooper and Pulse “do not provide 
sound and acceptable research.” 
He charged that the methods used 
by Hooper and Pulse, mentioning 
them by name, had resulted in 
establishment of too many pro- 
grams limited in appeal to sophis- 
ticated big-city audiences; had 
failed to result in improved radio 
programming and, in general, said 
that “radio has been short 
changed.” 

He said, in effect, that the Niel- 
sen service uses the only sound 
radio research technique; that it 
is “wrong, and ‘unmoral’ to buy 
both methods and use the higher 
rating”; and he pleaded with his 
audience not to let “television 
fall into the same costly and con- 
fusing quagmire as radio,” and 
not to let it be “shackled and 
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bled” by other research tech- 
niques. 

He went so far as to say: “Un- 
less you [agencies and broadcast- 
ers interested in TV] are willing 
o cut yourselves free from tele- 
phone and coincidental methods, 
elevision will end up in the same 
mess as radio now is in.” 


After a detailed explanation of 
is audimeter method, Mr. Nielsen 
also took a swing at his potential 
ompetition from other electronic 
nstruments. “Don’t get interested 
n other electronic devices,” he 
said. “It takes about ten years to 
evelop something new.” 

Having dispatched his com- 
petition, he then presented the 
irst Nielsen figures on television. 
he percentage of listeners to 
adio and to television, in tele- 
‘ision homes, has changed little 
ince last August. Sunday is the 
ost popular TV night, Thursday 
Ss second best, and Tuesday is by 
ar the poorest in the size of the 
iceo audience. 


rom August through December 
as year, the report showed daily 
S se of TV sets in video homes 
Pt as follows: 45.8%, night 
nN '; 42.7%, day and night; 90.9% 
a or night or both. 
he disagreement between Pulse 
. Hooper over the listener split 
© veen WABD and WNBT was 
I superficially mentioned. 
l \se for Feb. 4 gave WABD an 
age listenership of 19.2 for 
Admiral show and WNBT an 
Vv: ‘age of 20.8 for the same show. 
© per, reporting on the same 
‘¥v a week later, gave WABD 
3 of the listeners and WNBT a 
6. rating.) 


aking after Nielsen finished, 
pr. Roslow’s only rebuttal was the 
NY nent: “Mr: Nielsen is an en- 
Nor, He builds a bridge and 
Xpecets it to last forever, with 


repairs and alterations. I’m a 
psychologist, and I say that I 
can’t find out anything about peo- 
ple except by talking to them. I 
didn’t come here with the idea 
that arguments could change any- 
one’s idea about the relative mer- 
its of different research tech- 
niques.” 

Dr. Roslow declared: “I’m no 
prophet of doom for radio, nor 
am I yet convinced that television 
is a mass medium. While figures 
show ‘high’ TV ownership in 
lower bracket homes, the fact re- 
mains that only 5 or 6% of the 
lower bracket homes have TV 
sets.” He added: “Our figures 
show that while TV usage has 
gained, radio has maintained it- 
self. Television has cut into radio, 
but it is a fallacy to say that all 
of the decline in radio listening 
results from interest in television.” 

“It is true that there are high 
television ratings,” he said, “but 
one of the earliest radio surveys 
on record, taken in 1928, showed a 
98% usage of radio. I don’t say 
that TV ratings eventually will 
come down to those of radio. I 
do say that it is too early to pre- 
dict what will happen tomorrow.” 


ws At the opening of the three-day 
television conference, representa- 
tives of four networks discussed 
television’s future—all optimisti- 
cally. I. E. Showerman, vice-pres- 
ident of NBC’s central division, 
said that television’s break-even 
point would not come until just 
before the coast-to-coast TV link- 
age in 1952 or ’53, and asserted that 
radio is still, and wiil remain, very 
much alive. “No good advertising 
medium has ever replaced any 
other good advertising medium,” 
he said. 

J. L. Van Volkenburg, vice- 
president and director of television 
operations for CBS, said that video 
is the only American business 
where “you can’t lie fast enough 
to keep up with the truth.” 

It was apparent from the 
speeches, panel discussions and in- 
formal chatter in the cloak rooms 
that television station owners have 
stopped joshing each other about 
how much money their stations 
are losing. The time has come 
when most of them are concerned 
about losses and intent on doing 
everything possible to recoup them 
quickly. 


s The major problems to be faced 
still are TV’s cost, programming 
difficulties, getting more clients 
interested and signed, and doing 
useful and profitable research. 

Leo Burnett, Chicago agency 
head, tackled the ticklish ques- 
tion: “How is it possible to pre- 
serve client interest in television 
when the client can’t afford TV?” 
The answer, he said, is to “satur- 
ate account executives with TV, 
giving them sets if necessary; to 
get out reports on video to keep 
clients posted; and urge clients 
of all sizes and types to prepare for 
TV, since television can only grow 
by becoming a medium for small 
advertisers.” 

“Don’t let yourself be panicked 
by the story that you as an ad- 
vertiser will have to buy a ‘fran- 
chise’ on time now to have one 
later. Great shifts and changes 
are ahead,” Mr. Burnett asserted. 

“Too many people in the agency 
field,” he said, “have more imagi- 
nation than guts. Television is the 
most powerful drug we’ve ever 
dished out. The courage of agen- 
cies to get in and get all wet will 
build the future of TV.” 


a M. E. Strieby, staff executive of 
American Telephone & Telegraph, 
said that the Bell laboratories are 
now redesigning their micro-wave 
relay setup and will have the new 
system installed between New 
York and Chicago next summer. 
AT&T still does not know defi- 
nitely whether coaxial cable or 


PARTS—Cory Corp., Chicago, is intro- 

ducing this display kit of replacements, 

which occupies only a square foot of 

counter space, yet gives the dealer a 

place from which to sell an dssortment 
of Cory coffee brewer ports. 


micro-wave will prove to be bet- 
ter, he declared, but the New 
York-Chicago link is expected to 
provide the necessary evidence. 

Charles J. Nesbitt, advertising 
manager of Hallicrafters, said that 
the recent $50 price cut in tele- 
vision receivers “turned a small 
excess into a tremendous backlog 
of orders. The country is full of 
people all ready to buy, who are 
just waiting for solid evidence of 
good value.” 


es J. Hugh E. Davis, executive 
vice-president of Foote, Cone & 
Belding, Chicago, gave television 
a colorful verbal tribute. Said he: 
“Right now I hate you, little tele- 
vision—you precocious, headache- 
making, money-sucking, hydra- 
headed infant. But I also love 
and adore you, because you are 
going to be advertising’s prize- 
winning baby.” 

Some resentment over the net- 
work practice of offering a show 
to a national advertiser for less 
than the station would sell it for 
was apparent. And station owners, 
on several occasions, commented 
that they received only $10 or 
$20 for the “Texaco Star Theater,” 
after cable charges were sub- 
tracted. 

Sidney Balkin, 26-year-old gen- 
eral manager of KLEE-TV, Hous- 
ton, quickly became the center of 
attention when he announced that 
his two-month-old television sta- 
tion made a net profit of $5,000 in 
its second month of operation, and 
expected to make more this month. 


es Mr. Balkin, who was a public 
relations counsel at the age of 17, 
and who has been a sales promo- 
tion manager for Calvert and gen- 
eral manager of the KLEE (AM) 
operation in his brief business ca- 
reer, explained how he had man- 
aged to make money in television. 

For a studio building, he said, 
they bought a Quonset hut 100x40’ 
and soundproofed it. The mobile 
unit is next to the studio and 
mobile cameras are used in the 
studio where necessary. The staff 
numbers 26, including himself. 

While there are only 3,000 sets 
in Houston, Mr. Balkin said, $300,- 
000 in commercial time has been 
sold, half of it before the station 
went on the air, yet the station has 
no salesmen (Balkin does the job 
himself). 

KLEE-TV will produce no live 
studio shows, he asserted, and has 
stopped airing live commercials, 
because of cost. The main source 
of income is from remotes covered 
by the mobile unit. Between Jan. 
1 and March 1, there were 42 live 
remotes. All baseball and football 
games this summer and fall al- 
ready have been sold. 

Mr. Balkin says that his station 
refuses to clear time for any net- 
work show, and has refused the 
coaxial cable “and we will con- 
tinue to refuse it. Networking,” he 
said, “on a sound revenue basis is 
a long way off.” 


Congressional 
Postal Rate 
Hearings Open 


(Continued from Page 1) 
increase would be necessary.” 

Controlled circulation business 
publications had many “friends” 
on the House committee, the most 
aggressive being Rep. George P. 
Miller (D., Cal.), sponsor of legis- 
lation equalizing the rates for con- 
trolled and paid circulation busi- 
ness publications. 

Pointing out that legislation 
would be needed if they were to 
have rate parity with paid pub- 
lications, Mr. Donaldson said many 
of the “controlled” professional 
and scientific journals did an ex- 
cellent job. 

He recognized that publications 
used “controlled” distributions be- 
cause of the high cost of obtaining 
subscriptions in the _ technical 
fields. He said he doubted that 
“controlled” business publications 
would flood the mail at a lower 
rate, “since their advertisers 
would not pay for a lot of un- 
wanted circulation.” 


a The Senate postal subcommittee, 
under Sen. Matthew M. Neeley 
(D., W. Va.), takes up the pro- 
posed 2¢ post card rate on Wed- 
nesday, March 16, and spends Fri- 
day, March 18, and Monday, March 
23, on parcel post. 

It plans to take up catalogs 
March 23; books March 25; special 
delivery and special handling 
March 28; money order, registered, 
COD and insured mail March 30; 
miscellaneous April 1; controlled 
circulation, April 4; second class 
April 6, 8, 11 and 13; and third 
class April 15 and 18, with rebuttal 
from the department on April 20 
and 22. 

The House committee is pro- 
ceeding on a_ three-day-a-week 
schedule in the order that the 
various classes appear in the bill: 
postcards, second class, controlled, 
third class, parcel post, and special 
services. 


ANAN To Add Two 


New Basic Members 


New YorK—The Fort Worth 
Star-Telegram and the Arkansas 
Democrat, Little Rock, will be- 
come basic members of the Amer- 
ican Newspaper Advertising Net- 
work and will accept network 
orders for advertising, effective 
April 1. Both papers are in the 
network’s southwest region. 

With the activation of these pa- 
pers, ANAN’s membership in this 
region becomes completely opera- 
tive, and the network is close to 
100% activation, nationally. 

The network now includes 38 
basic newspapers and eight as- 
sociate papers in 43 cities, with 
an aggregate circulation of 12,155,- 
066 on weekdays and 15,803,973 
on Sundays. 


Armour Drops ‘Hint Hunt,’ 
Continues 2nd CBS Show 

Armour & Co. will drop spon- 
sorship of “Hint Hunt,” aired via 
the full CBS network, effective 
May 13, but announced at the 
same time last week that it plans 
to continue a second show, “Stars 
Over Hollywood,” over the CBS 
net. Foote, Cone & Belding, Chi- 
cago, handles the Armour account. 

CBS officials said they had not 
yet decided whether to retain 
“Hint Hunt,” a Feature Produc- 
tions package deal, as a sustaining 
show after Armour ends its spon- 
sorship. 


‘Down Beat’ Names Lytle 
Harry V. Lytle, formerly with 
O. A. Feldon & Associates, and 
prior to that western manager of 
Fortune, has been named general 
manager of Down Beat, Chicago. 


Footnotes 


By G. D. CRaIn Jr. 


Current proposals for postal rate 
increases represent the greatest 
threat to advertising and publish- 
ing in the history of the present 
generation. While publishers and 
advertisers believe that the in- 
creases are inequitable and con- 
fiscatory, the problem is how to 
put up a successful battle in Con- 
gress against their adoption. 

It seems to me that there is a 
disposition to leave the fight too 
much to large organizations like 
the National Association of Maga- 
zine Publishers, the National As- 
sociation of Mail Users, etc. 
These are fine associations, which 
will skilfully marshal all the facts 
available, and they will do a good 
job in presenting the case against 
the 300% increases which the Post 
Office Department has proposed. 


ws The reason some members of 
the Congress may look with favor 
on these enormous increases is 
that they relate them largely to 
giant publications like Life, The 
Saturday Evening Post, Ladies’ 
Home Journal, etc. These maga- 
zines are big business, and adver- 
tising in general is big business— 
and big business is not too popular 
in Washington at present. 

But what congressmen may for- 
get—and what it is the job of 
every small advertiser and pub- 
lisher to remind them of—is that 
the new rates will hit small busi- 
ness just as hard, and probably a 
lot harder, than it will the big 
outfits which come to the minds 
of congressmen considering the 
proposal. The rank and file of 
publishers are definitely small 
business. Small business is popu- 
lar with congressmen—perhaps 
because there are more small busi- 
ness men, and their votes are more 
numerous and more important 
than those of big business. 


s If every publisher, including 
the smallest, were to show to his 
own congressman and_ senators 
just what the proposed increases 
would do to him, the chances of 
the new postal rate schedule going 
through would be nil. The danger 
is that the small publisher may 
leave the fight to the big fellows, 
and wake up later to find that 
he has lost by default, through not 
registering his story with his own 
representatives in Congress. 

Every manufacturer who sends 
out direct mail, including sales 
letters, catalogs, bulletins and 
other advertising material, be- 
longs in this fight too. He should 
attack the whole theory of enor- 
mous rate increases, and prove 
how damaging they would be to 
the business affairs of the country. 

Present postal rates may repre- 
sent a subsidy, but the subsidy is 
enjoyed primarily by subscribers 
to publications and the recipients 
of information which help them 
to buy better and live better. 


Two Chicago Newspapers 


Adopt 15¢ Sunday Price 

Following the Chicago Herald- 
American by a single week, the 
Chicago Tribune yesterday (March 
13) boosted the price of its Sun- 
day edition from 10 to 15¢, ex- 
plaining that while it maintained 
the 10¢ price in Chicago and sub- 
urbs for years in the face of 
steadily rising costs, “it reluctantly 
recognizes that it is no longer 
economically possible to maintain 
this price.” 

Officials of the Chicago Sun- 
Times announced last week that 
the Sunday edition of the tabloid 
would remain at 10¢ despite action 
of the other two Sunday papers. 


R&R Adds Hotel Accounts 
Ruthrauff & Ryan, Chicago, has 
been appointed to handle adver- 
tising for the Sherman, Ambassa- 
dor East and Ambassador West 


hotels, Chicago. 
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Goodrich Promotes Markle 


sales of Brunswick, 


4 and accessories. 


George B. Markle, who has been } 
with the company for the past 23/a $2,000,000 expansion program 
years and division merchandising | that will include a $700,000 addi- 

6 manager for the past several years,|tion to the present building and 
has been appointed manager of | $1,300,000 in new presses and other 
tire sales in the associated lines|equipment. The construction will 
sales division of B. F. Goodrich |add 54,000 square feet to the Times’ 
Co., Akron. The division handles | building and 8,000 square feet for 

Diamond,|a garage. Work is scheduled for 

Hood and Miller brands of tires 


‘Seattle Times’ to Expand 
The Seattle Times has launched 


| completion Dec. 1. New presses 
will be installed in 1950. 


Visitor-Register Unit. 


1,200,000 Families 
Waiting To Buy From You! 


YOU CAN reach 1,200,000 families advantageously 
- and effectively through the pages of Our Sunday * 


With the number of pages limited each issue, the 
{ “book” is not bulky. Your advertisement will not 
be lost among a lot of competitive copy. Modest 

space will easily dominate the page. 


Every advertisement on these pages is sure to be 


seen and read, and the people have confidence in 


what they read here. 


This “unit” is ideal for getting into more homes 


per dollar, for getting more sales per dollar. Look 
into it. It will cost you no more to let us help you 
get results in this nation-wide market-place. 


- 68% of these families live in the area where 
67% of all retail sales are made 


. 46% live in cities of 100,000 or more population 


73% of these families own their homes 


—— PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. © 30N. DEARBORN ST. @ CHICAGO 2. ILL. 


47 Kw. 
103.7 Mc, 


5,000 W 
1420 Ke, 


FM 


4 


the No. 1 Network 


The November 1948 Conlon Survey 
shows WOC First in the Quad-Cities 
in 60 percent of Monday through 
Friday quarter-hour periods. WOC's 
dominance among Quad-Cities sta- 
tions brings sales results in the rich- 
est industrial market between Chi- 
cago and Omaha . . . Minneapolis and 
St. Louis. Complete program dupli- 
cation on WOC-FM gives advertisers 
bonus service. 


Col. B. J. Palmer, President 


DAVENPORT, IOWA 


FIRST in tHe 


+ Basic Affiliate of NBC, 


~ 


C.P. 22.9 Kw. visvol 
and aural, Channel 5 


aumanseulh , =e 
ST. PAUL - 


QUAD.-CITIES 


$T. LOUIS 
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Magazines May 
Go to Private 
Distribution 


New YorkK—Magazine publish- 
ers are again discussing the pos- 
sibilities of distributing magazines 
privately, in the event of a hike 
in governmental postal rates, AA 
was told last week. 

The subject is not new. A year 
ago, when passage of the Reese 


Postal Rates 


bill seemed imminent, the pub- 
lishers also discussed the possibili- 
ties of creating a system under 
which magazines could be coop- 
eratively warehoused and distrib- 
uted. 

A spokesman for the magazine 
publishers said much of current 
circulations could be distributed 
more cheaply by other means than 
by mailing if the new postal rates 
were enacted. 

He said the cost would be de- 
pendent on the number of pub- 
lications involved and emphasized 
that the number would have to 
be large in order to distribute the 
cost widely. The problem would 
then be changed from servicing 
40,000 to 80,000 dealers into han- 
dling the millions of subscribers 
served by magazines. 

He suggested that an arrange- 
ment similar to that of United 
Parcel Service with department 
stores might be worked out by 
magazines, and mentioned that in 
smaller towns some medium like 
the local newspaper might be 
found to handle distribution. 


ANPA TO PRESENT 
POSTAL CASE TODAY 


New YorK—American News- 
paper Publishers Association is 
tentatively scheduled to lead off 
the list of media appearing before 
the postal committee in Wash- 
ington today. 

Appearing to present ANPA’s 
views will be J. L. Horne, Tele- 
gram, Rocky Mount, N. C., and 
Elisha Hanson, ANPA’s counsel. 
Mr. Hanson has been connected 
with ANPA’s postal presenta- 
tions for 30 years. 

As AA went to press last week, 


copies of ANPA’s presentation 
were not yet published. Cranston 
Williams, general manager of 


ANPA, said telegrams had been 
sent to all ANPA members, ask- 
ing them to work out for them- 
selves what the rates would mean, 
and report to him. The answers 
were just beginning to come in, 
he said. 

Mr. Williams commented that 
postal rates are of varying im- 
portance to newspapers; evening 
newspapers are almost unaffected 
by postal changes, and smaller 
newspapers find the post office 
much more important than do 
large papers in metropolitan areas. 


DMAA WILL PRESENT 
HARDSHIP STORY 

New YorK—Direct Mail Adver- 
tising Association will concentrate 
its fire on third class rates in its 
presentation to the House com- 
mittee, and will present statements 
from direct mail users as to how 
they will be affected by the pro- 
posed increase in postal rates. 

Frank Frazier, executive director 
of DMAA, sent to 97 users of di- 
rect mail, representing a fair cross- 
section of large and small com- 
panies, the following telegram: 
“If the minimum postal charge for 
post cards and third class mail 
becomes 2¢ as proposed in HR. 
2945, will this curtail your annual 
mailing volume and how much 
in dollars or percentages?” 

Based on 55 replies, Mr. Frazier 


told AA, 75% 
dicate volume 
ing from 25 to 100%. “Many bus- 


of the replies in- 
curtailment rang- 


inesses began because of bulk 
mailing privileges,” Mr. Frazier 
reminded AA, “and a doubling of 
the cost will simply put many 
out of business.” 

DMAA’s formal presentation 
was not yet prepared, pending its 


approval by Edward Mayer, 
DMAA president, now cn the 
West Coast. 


Toni Car Card Gets 
All-time Record 


New YorK—A Toni home per- 
manent car card has obtained the 
highest readership ever recorded 
in the Continuing Study of Trans- 
portation Advertising conducted 
by the Advertising Research Foun- 
dation. 

In a survey covering Johnstown, 
Pa., the Toni ad, displayed dur ng 
a 30-day period last October, was 
seen and remembered by 45% of 
the Johnstown area’s basic popu- 
lation of 35,000 persons. The same 
“Which twin has the Toni?” ad 
won first place in a survey of the 
Greater Providence, R. I., market 
last April. 

Car cards of two local advertis- 
ers, Hesselbein’s photograph studio 
and Penn Furniture Co., took 
second and third places, respec- 
tively, in the Johnstown study. 


Otters Typography Course 


The Society of Typographic Arts 
will sponsor a course of 11 lectures 
on typography at the Institute of 
Design, Chicago, starting March 15 
and continuing every Tuesday 
night through May 24. The fee is 
$30. 
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Agency Changes Name 


Allen-Evans, Inc., Los Angel: ., 
has changed its name to Alle - 
Evans-Jenkins, Inc. The chan e 
was made when Douglas Jenkir s, 
formerly radio director of Walt 
Douglas Agency, joined the o-- 
ganization. 


To Ross, Gardner & White 


Truzette of California, Los A .- 
geles, lingerie manufacturer, bh is 
appointed Ross, Gardner & Whi e, 
Los Angeles, to direct its advc;- 
tising. Magazines, direct mail a d 
trade publications will be used. 


er VIAII/ 
Takes more than luck 
to reproduce detail 
by photo offset 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


Constant Flood of Illustrated Food News 
Keeps Worcester Women Posted 


Day in and day out, the Worcester Telegram-Gazette 
features food news in authoritative articles and tempt- 
ing illustrations. People over the entire Worcester 
Market, who are thus posted on the latest in foods, 
are that much more receptive to the food advertiser's 
messages. Many are the retailers} as well as manu- 
facturers who recognize this food interest and the 
effectiveness of the Telegram-Gazette’s coverage. 
Daily circulation in excess of 140,000. Sunday over 


100,000. 


Sources: “Headline in Editor and Publisher—February 


5, 1949. 


+Based on 1948 figures from Media Records, the 
Telegram-Gazette led all major market New Eng- 
land newspapers in Retail Grocery Store Linage. 


The TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS | 
GeorRGE F BooTH PubGsher- 


“MOLONEY, REGAN & SCHMITT. INC. NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 
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Explosion Kills 
Wives of Muncie 
Executive, Adman 


Fort Myers, Fta.—Mrs. Edmund 
F Ball, wife of the president of 
Pall Bros. Co., Muncie, Ind., and 
Mrs. Ray Applegate, wife of the 
Muncie agency executive, died 
here following a fishing boat ex- 
plosion in which their husbands 
and the operator of the vessel were 
injured. 

Mrs. Applegate died March 5 
shortly after the blast aboard the 
fishing cruiser chartered by Mr. 
Ball. Mrs. Ball died of her in- 
juries two days later. 

Mr. Applegate, owner of the 
Applegate Advertising Agency, 
which handles the Ball account; 
his wife, and Mr. and Mrs. Ball 
were here on a fishing excursion. 

Mrs. Applegate at one time was 
society editor of the Muncie Star, 
with whom her husband served 
as an advertising executive before 
establishing his own agency. 


JOHN S. OLIVER 

ATLANTA—John S. Oliver, 72, 
retired advertising executive, died 
in a hospital here March 3 after 
a long illness. 

Mr. Oliver served for 17 years 
as advertising manager of Ameri- 
can Brewery, Inc., Baltimore, and 
at one time was advertising man- 
ager of R. J. Reynolds Tobacco 
Co. He won several national 
awards for his institutional ad- 
vertisements featuring patriotic 
subjects and historic figures. 


ANDREW McWAIN 

Batavia, N. Y.—Andrew J. Mc- 
Wain, 89, editor of the Batavia 
News and president of Griswold 
& McWain, publisher of the eve- 
ning newspaper here, died March 
5. Mr. McWain was engaged in the 
newspaper business for 70 years, 
67 of them as co-owner of the 
News, which he and the late Ger- 
rit S. Griswold purchased in 1881. 


JAMES WRIGHT 


SPRINGFIELD, Mass.—James A. 
Wright, 56, former assistant sales 
manager of Van Norman Co., and 
for two years vice-president and 
general manager of its subsidiary, 
Morse Twist Drill & Machine Co., 


New Bedford, died of a heart at- 
tack March 3 while enroute to a 
meeting of the Cutting Tool In- 
stitute in Buffalo, N. Y. 


BENJAMIN McDONALD 


PHILADELPHIA—Benjamin A. Mc- 
Donald, general sales manager of 
Westinghouse Radio Stations, Inc., 
died of a heart attack March 2, 
less than 12 hours after returning 
here from a Florida vacation. 

Mr. McDonald, who was 55, held 
executive positions with the Sea- 
board Air Line and Illinois Central 
railroads in Norfolk and Chicago 
before entering the broadcasting 
field here in 1930. He worked on 
he sales staffs of WHAT and 

IL and in 1940 was named 
@ *s manager of KYW. He was ap- 
‘ nted general sales manager of 
t Westinghouse stations in 1943. 


F. CUSACK 

/ENVER—Chris F. Cusack, presi- 
lt of C. F. Cusack Advertising 
A eney, died at his home here 

rch 6 after a brief illness. 

ir. Cusack started his agency 

years ago. A Republican leader 

Solorado, he was a member of 

state senate at the time of his 

th. 


K. McINTOSH 
HIcaGo—Walter K. McIntosh, 
‘etired head of Liquid Carbonic 
o., died March 7 after a long 
ness. 
t ecause of his health, Mr. McIn- 
Os) recently retired from active 


management of the company after 
47 years’ service. He was named 
president in 1926, later becoming 
chairman of the corporation. 


ABC Signs Globe Mills 


Globe Mills, Los Angeles, 
through Leo Burnett Co., has 
signed for five quarter-hours a 
week for 52 weeks of ABC’s “Sur- 
prise Package,” audience. partici- 
pation show, starting March 28. 
The program, heard on the ABC 
Pacific network, has been ex- 
panded to a full half-hour, 2-2:30 
p.m., PST, with Globe sponsoring 
the latter half of the show. 


Lotz to Campbell-Mithun 


William A. Lotz, formerly ad- 
vertising manager of Wilson Sport- 
ing Goods Co., Chicago, has been 
named an account executive in the 
Chicago office of Campbell-Mith- 
un. 


Smith Opens Buffalo Agency 
Smith Main Advertising Co. has 

been established at 1356 Main St., 

Buffalo, by Edward J. Smith. 


Tulsa Has Another 
Super Exposition; 
Store Sales Boom 


Tutsa—The U.S. male consum- 
er’s urge to wear a cowboy suit, 
which startled storekeepers 
throughout the country at Christ- 
mas time, turned the second an- 
‘nual show of the Tulsa Livestock 
| Exposition into a costume party 
|for the city’s whole population. 
| Of course, a number of the 150,- 
000 visitors who overflowed Tulsa’s 
hotels elected to dress. western, 
and a substantial fraction of the 
stock breeders and handlers here 
| for the show normally wear Texas 
boots and bluejeans. 

But the gaudy outfits seen 
strolling down Tulsa’s Main St. 
under ten-gallon hats last week 
were draped principally on Tul- 
sans, both male and female, and 
were a testament to smart mer- 
chandising backed by the vigorous 


participation of Tulsa’s Chamber | 


of Commerce. Store sales boomed 
during the week. 

Costumes were merely the most 
ubiquitous symptom of the stock 
show, newest and second largest 
of Tulsa’s two big annual expo- 
sitions. The International Petrole- 
um Exposition of May last year 
attracted more than 300,000 visi- 
tors to the city from more than 40 
foreign countries, for its 25th an- 
niversary showing. The stock 
show, which got under way last 
year, is purely domestic, but al- 
ready is crowding the IPE as far 
as attendance is concerned. 

Tulsa’s two big expositions have 
a common success formula: Both 
are run by non-profit corpora- 


tions, amply backed by cash put 
up by local merchants and business 
men, and actively promoted 
through Tulsa’s aggressive Cham- 
ber of Commerce by all media 
available. A promotional fund of 
$100,000 was used to back the 
show. 


Gebhardt & Brockson Names 2 


Delmar DeWolf, formerly sales 
promotion manager of Woodstock 
Typewriter Co., has been named 
an account executive of Gebhardt 
& Brockson, Chicago. Fred B. 
Livingston, art director of the 
agency, has been appointed gen- 
eral manager in charge of all crea- 
tive activities and production 


SERVICE 


BINDERY CO.,, Inc. 


SUPerior?-5105 
360 EAST GRAND AVE, CHICAGO 11, ILL. 
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You could fill a warehouse with the newspaper 
tearsheets of these twelve famous soap advertisers— 
but you couldn’t find enongh faulty tearsheets to 
make a book mark. 


And how do all twelve of these leaders attain 
such consistently high standards of reproduction? 
Simply because they and their agencies have come 
to know the difference between ordinary plastic 
plates and High Fidelity Reilly pLastictyPes. 

If you happen to know that we make our own 
material for molding pLAstTictyPes, then you can 
better understand that such fine uniformity of re- 
production doesn’t just happen. 


If you happen to know the special steps we take 
to clean up shoulders and rout open areas, then you 


HIGH FIDELITY 


6) Reilly Plastictypes 


Noo 
Onc\ THE ORIGINAL 
~ 
- PLASTIC PLATES 


) 
) 


REILLY ELECTROTYPE COMPANY 
305 E. 45th ST., NEW YORK 17, N.Y. Murray Hill 6-6350 


CHICAGO 
SAN FRANCISCO - 


can better understand that such clarity of repro- 
duction doesn’t just happen, either. 


And if you happen to know how rigidly we main- 
tain standards of equipment, edie and tech- 
niques in our PLASTICTYPE plants throughout the 
country, then you can understand what happens to 
our clients’ advertisements in papers from New York 
to New Orleans also happens to their advertisements 
in papers from Savannah to St. Paul. 


But you don’t have to know anything about these 
extra steps and rigid standards to appreciate what 
High Fidelity Reilly pLasricryres will do for your 
newspaper campaigns. You have merely to examine 
tearsheets to know the truth, and we'll be glad to 
supply them. Just drop us a line. 


+ DETROIT + INDIANAPOLIS 
LOS ANGELES 
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Carlin Leaves MBS; 


No Successor Named 


New Yor«x—Phillips Carlin, 
Mutual Broadcasting System pro- 
gram vice-president since 1944, 
has resigned. Mr. Carlin, whose 
resignation followed the network 
board meeting in Chicago where 
MBS programming activities re- 
portedly were sharply criticized, 
is the second top Mutual execu- 
tive to leave in recent months. 

Robert D. Swezey left after the 
network announced its intention 
of appointing a new combination 
sales and program vice-president. 
That post, offered to Linus Tra- 
vers, Yankee Network, remains 
unfilled along with the vacancy 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 inois 


Seat 


created by Mr. Swezey’s exit. 

No successor to Mr. Carlin is ex- 
pected to be named until Edgar 
Kobak, recently reelected presi- 
dent of MBS despite rumors of 
heavy opposition from some stock- 
holders, returns from a three-week 
combined business and pleasure 
trip to Florida and Georgia. 

In the meantime, Jack Paige, 
national director of programs, will 
be in charge of that department. 


WEEI Appoints Vail 


Charles B. H. Vail, formerly 
director of advertising and pro- 
motion of Stations WNBC, WNBC- 
FM and WNBT, has been named 
director of sales promotion of Sta- 
tion WEEI, Boston. He succeeds 
Guy Cunningham, who has been 
transferred to the sales depart- 
ment, where he will be in charge 
of national sales. 


:|Frye Appoints Sullivan 


Daniel F. Sullivan Co., Boston, 
has been named advertising coun- 
sel for George C. Frye Co., dis- 
tributor of medical, dental and 
hospital supplies and surgical ap- 
pliances. Newspapers, magazines 


and direct mail will be used. 


600 WEST VAN BUREN ST. *« CHICAGO 7 


Phone 
State 2-5367 


“CUTS” 


with MASON q 


‘CUT-MASTER 


PY eb 


promote 
customer goodwill! 


The Patented Cut Mailer 
with Corrugated Lining 


© Made from special strength board with inner lining of 


THE 


MAIN OFFICE and PLANT: 


NEW YORK OFFICE: 
FACTORIES: ATTLEBORO FALLS and TAUNTON, MASS. 


double wall corrugated and covered with attractive pearl 
gray kraft paper. All boxes are made to fit standard size 
(with tacking edge), type high cuts. 

Order 500 of the 7x10 today, only $63.50 


Write for Catalog. 


Wason BOX COMPANY 


4171 LEBORO FALLS, MASSACHUSETTS 


175 FIFTH AVE 


Testimonials to 


Feature Series 
for Elgin Watch 


E.cIn, Itt.—Testimonials play- 
ing up famous-name preferences 
for the Elgin watch will be fea- 
tured in an extensive spring ad- 
vertising campaign to be inaug- 
urated late this month by Elgin 
National Watch Co. 

The spring schedule, breaking 
in the March 28 Life, also will 
include color and black-and-white 
ads in The American Weekly, Col- 
lier’s, Esquire, Farm Journal, Look, 
National Geographic Magazine, 
New York Times Magazine, The 
Saturday Evening Post and Seven- 
teen. In addition, copy will run in 
69 leading college and university 
newspapers throughout the coun- 
try. 

Gordon Howard, advertising 
manager, said the °49 series, be- 
sides carrying the testimonials of 
well-dressed personalities, will fea- 
ture watch styling by Henslee 
and use of the Durapower main- 
spring in the full line of Elgin 
watches. The college graduation 
theme will be stressed during May, 
with two outstanding seniors from 
1949 classes appearing in testi- 
monial ads. 


ws Elgin dealers are to be supplied 
soon with a sales aid portfolio 
describing the campaign and of- 
fering them direct mail pieces; a 
24-sheet poster; car cards; tran- 
scribed radio announcements; sta- 
tion breaks in script form; movie 
playlets, and 63 different dealer 
ads for local newspaper insertion. 

Like other U.S. manufacturers 
in the industry, Elgin still is con- 
fronted with troublesome prob- 
lems (though the picture is bright- 
er now), stockholders were in- 
formed last week in the annual re- 
port signed by James G. Shennan, 
president. The company continued 
to allocate middle and lower-price 
merchandise to dealers last year, 
but this unpopular practice can 
be discarded in 1949 because of 
increased production. The sales 
staff has been increased and “is 
more than anxious to get back 
into aggressive, competitive sell- 
ing,” Mr. Shennan said. 

The difficulty of training large 
numbers of new employes held the 
company back last year, it was ex- 
plained, but it expects to meet the 
demand for its products during 
1949. 


w Elgin and other domestic watch 
makers, who turned to military 
timing instruments during the 
war and lost most of their market 
to foreign-made watch move- 
ments, “have been making every 
effort to get proper relief from the 
government agencies concerned, 
but no tangible results have been 
accomplished as yet,” Mr. Shen- 
nan said. The industry is seeking 
“realistic duties” to equalize costs 
of domestic watch movements 
with those imported from abroad. 

The company reported net sales 
of $28,478,155 last year, a 28% 
increase over the °47 figure of 
$22,157,658. Net earnings amount- 
ed to $1,710,272, compared with 
$1,387,244 in °47. 

J. Walter Thompson Co., Chi- 
cago, handles the Elgin account. 


Crandall Leaves KFEL 


Mark Crandall has resigned as 
commercial manager of Station 
KFEL, Denver. He will be suc- 
ceeded by his former assistant, 
Willard Conklin. 


Mott Joins ‘Sunset 

Arthur J. Mott has resigned as 
San Francisco manager of the 
Los Angeles Down Town Shop- 
ping News to join Sunset, San 


Francisco. 


If newsprint prices decline (a 
fairly good prospect now), British 
dailies may find their ration ex- 
panded to provide for six pages 
each day of the week. They’ve 
been limited to four and six pages 
on alternate days. 

American buying of newsprint 
in Europe has virtually stopped 
and stocks are piling up in Fin- 
land, Norway and Sweden. Es- 
timates of pulp stocks now await- 
ing processing in those three 
countries range as high as 600,- 
000 tons. The present price for the 
lightweight newsprint normally 
used in England is about $165 a 
ton. 

Should newsprint prices drop 
and the dailies go to six pages 
regularly, there is likely to be 
some pressure for reduced adver- 
tising rates, too. 

ages 

Vincent Riggio, now 71, presi- 
dent of American Tobacco Co. and 
44 years in the tobacco business, 
has no intention of retiring. He 
says he “won’t ever retire.” 

He hopes to see American To- 


000,000 of 1948 to more than $1 
billion—perhaps in the next cou- 
ple of years. 

A somewhat dimmer hope is 
that he’ll see the company out of 
debt. Its long-term debentures due 
between 1962 and 1969 total more 
than $235,000,000. 


Station WDGY, independent 5,- 
000-watt Minneapolis station 
whose power will jump to 50,000 
watts next summer, is anxious to 
get a network affiliation. It prob- 
ably will. KSTP and WCCO there, 
50,000-watt stations, are affiliates 
of NBC and CBS, respectively. But 
WLOL, Mutual’s outlet, has only 
5,000-watt power and ABC’s sta- 


tion, WTCN, has 1,000 watts 
nighttime, 5,000 daytime. 
gee 


According to Walter Schob, pres- 
ident of the National Association 
of Bedding Manufacturers, half 
the people in the U. S. are sleeping 
on mattresses at least a decade old 
and most of us are sleeping on 
pillows made more than 15 years 
ago. He expects that the 400 mem- 
bers of the association will spend 
more than $4,000,000 this year on 


bacco’s sales rise from the $873,-|' 


advertising. The NABM itself wi | 
try a publicity job, starting wi ) 
the National Sleep Show in Apr |. 
gee 

Wes Nunn, advertising manag. r 
of Standard Oil (Indiana), tod 
the Chicago chapter of the Ame - 
ican Association of Newspap r 
Representatives last week tht 
study of readership ratings f 
about 1,200 ads addressed prima) - 
ily to men, which were measured 
in the Continuing Study of New: - 
paper Reading, indicates that about 
the same relative effectiveness can 
be secured from a 1,200-line ad in 
newspapers with more than 100,000 
circulation, 800 lines in newspapers 
with 15,000 to 100,000, and 400 lines 
in smaller circulation papers. He 
also reported that Standard Oil, 
using 1,700 newspapers in its 15- 
state marketing area, now has the 
biggest ad budget in its history. 


(Advertisement) 


Getting Ahead in Business 


Mr. Thomas J. Harris has been ap- 
pointed manager of international cargo 
sales for American Airlines. Mr. Harris 
regularly reads The Wall Street Jour- 
nal. He is one of the 34,563 sales exec- 
utives of American industry (of a total 
audience of 223,641 business leaders) 
who depend on the vital news pre- 
sented in America’s only national 
business daily. 
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UP 76%* 
SINCE 1939° 
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also your best medium. 


STORE 


_— 


“> The reasons which lead Buffalo’s department stores 
to spend an ever-increasing portion of their advertising 
budgets in the Courier-Express are good reasons why it’s 


Your dollar buys MORE space ... MORE insertions in 
the Courier-Express . . . MORE impact on the customers 
with the money to BUY your products. 


Competition’s Gain 50% 
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11 Dailies Turn 
Down Zenith TV 


elf wi | 
ig wih 
"4" 1 bsolescence Ad 
), “4 ; (Continued from Page 1) 
. Ame - s, according to Ted Leitzell of 
wspap: r Zenith, Motorola and Admiral 
‘kk tht wired newspapers. The result: 30 
ings of papers ran the ad, 11 turned it 
prima) - down. In New York, the Herald 
easured Tribune, Times, Journal-American 
f New: - and News all ran it; in Chicago 
at about only the Journal of Commerce 
ness can ran the copy, while the Tribune, 
ne ad in Sun-Times and Herald-American 
. 100,000 turned it down. 
yspapers The Los Angeles Times iook it, 
400 lines the Examiner turned it down. 
vers. He Others which did not run the copy 
ard Oil, were the Cleveland Plain Dealer, 
. its 15- Milwaukee Journal and Sentinel, 
has the Pittsburgh Sun-Telegraph, Minne- 
story. apolis Tribune, Buffalo Courier- 
Express, Richmond Times-Dis- 
patch, 
z The Newark Star-Ledger had the 
. toughest time of all, Zenith says. 
— It started to run the ad in its 
Sunday edition, yanked it out after 
45,000 copies had been run, then 
on Tuesday or Wednesday ran it 
© & through its entire run. 
 . 


s Asa result of the rumpus caused 
by the ad, which was originally 
based on an exchange of corres- 
pondence between FCC Chairman 
Wayne Coy and Sen. Edwin C. 
Johnson of Colorado, cha:rman of 
the committee on interstate and 
foreign commerce, Senator John- 
son last week again demanded that 
FCC do something to determine 
whether opening of ultra high fre- 
quency channels to TV would 
cause present sets to become ob- 
solete, and if so, to take steps to 
make sure that the public is put 
on notice. 

In a letter to Mr. Coy, Sen. John- 
son said his committee contem- 
plates a complete investigation of 
television and possible legislation 
in this field, asked for copies of all 


been ap- § FCC regulations and decisions on 
onal cargo § TV, and added: 
Mr. Harris “It is alarming to learn that 10 
reet Jour- Bor more important newspapers 
ve parr owning television licenses this 
= lenders) week refused advertising which 
news pre- § Ought to caution the public con- 
national § cerning the usable life of television 


sets. If, as a matter of truth, the 
— § FCC does permit television to de- 
velop and expand, many television 
sets now being marketed will 
suffer early obsolescence.” 
MacFarland, Aveyard & Co. 
placed the Zenith copy. A follow- 
up ad on the same theme, but 
somewhat less controversial, was 
scheduled for Sunday newspapers 
yesterday. 


Buick, Lincoln into TV 


|.incoln-Mercury dealers, through 
Kenyon & Eckhardt, New York, 
w ll sponsor “Toast of the Town,” 
0\er CBS-TV starting March 27. 
C neeled as of March 13 by Emer- 


S Radio & Phonograph Corp., 

stores U variety show will be heard 

_ ©: 2 hour earlier, at 8 p.m., EST, 
ruising S nday. 

hy it’s Vleanwhile,, Buick Motor divi- 


Sn, General Motors Corp., has 
‘chased Wednesday, 8-9 p.m., 
lr, on CBS-TV. Kudner Agency 
working on a program to fill 
time. 


p 
ions in ; 
tomers t 


Lo a] 


chanan Gets Convair 


suchanan & Co., Los Angeles, 

! . been appointed to handle the 

® vertising of Consolidated Vultee 

4 craft Corp., San Diego, follow- 

! resignation of the account by 

1% Y ung & Rubicam. No campaign is 
© templated for several months. 


yenstein's Names Manus 


‘Stelle Manus, formerly adver- 
“i: ng director of Brooks Spe- 
“l ty Shop, Washington, has been 
“} ointed advertising director of 
Re ‘enstein’s, Atlanta. 


Last Minute News Flashes 


CBS Signs George Burns and Gracie Allen 

New YorK—Columbia Broadcasting System announced late Friday 
the signing of George Burns and Gracie Allen to a long-term contract 
for radio and television. The comic team, which General Foods Corp. 
is dropping at the end of this season on NBC for a less expensive show, 
will appear regularly over CBS starting next fall. CBS said the agree- 


ment is not a capital gains deal. 


Anderson, Davis & Platte Officers Advanced 


New YorK—T. Hart Anderson Jr., former president of Anderson, 
Davis & Platte, has been elected chairman of the board, and Harvey H. 
Smith, former executive vice-president, has been named president. 
Lewis Van Akin, former vice-president and secretary, has been pro- 
moted to executive vice-president and secretary, and Harold H. Thurl- 


by, treasurer, 


has been appointed vice-president and treasurer. 


Carl Knipe, vice-president of the agency, has been elected a director. 


‘Esquire’s’ Loewenberg Moves to Champ Hats 
PHILADELPHIA—Sydney B. Loewenberg, former sales promotion and 

merchandising manager of Esquire, New York, has been appointed 

vice-president in charge of advertising and retail merchandising of 


Champ Hats, Inc. 


Eliott Odell Named Aide to Graham Patterson 


PHILADELPHIA—Eliott D. Odell, formerly vice-president and adver- 
tising director of Fawcett Publications, will join Farm Journal and 
Pathfinder April 15 as executive assistant to the president, Graham 


Patterson. 


Ads Set for Nestle’s Colorinse with Lurium 


MERIDEN, ConN.—Nestle Lemur Co. will launch a campaign for 
Nestle Hair Colorinse with “lurium,” a new color ingredient, in April. 


Ads will appear in The American 


Weekly, Calling All Girls, Cosmo- 


politan, Good Housekeeping, Post Exchange, Redbook and True Story 
and Dell Modern, Fawcett Women’s, Macfadden Women’s groups and 


Screenland Unit. Business papers 


scheduled are American Driuggist, 


Chain Store Age (drug and variety editions), Drug Topics, NARD 


Journal and Variety Merchandiser. 


the agency. 


R. T. O’Connell Co., New York, is 


Simmons Reported Dropping Its Blanket Unit 


New YorK—Simmons Co. is reported discontinuing its electronic 
blanket department. This division is handled by Geyer, Newell & 


Ganger here. 


K&E Elects Brophy 
Chairman; Mills 


Becomes President 


NEw YorK—Thomas D’A. Bro- 
phy, president of Kenyon & Eck- 
hardt, has been elected chairman of 
the board of directors of the agen- 
cy, succeeding the late Otis Allen 
Kenyon, who died last month. 

Dwight Mills, executive vice- 
president, has been elected presi- 
dent, succeeding Mr. Brophy. 

Mr. Brophy joined K&F as a 
vice-president in 1932, and was 
elected president in 1937. From 
1919 to 1929 he was with Anaconda 
Copper Mining Co., ending as vice- 
president in charge of sales, and 
later was in charge of sales re- 
search and promotion for Ana- 
conda Sales Co. In 1929 he went 
to Revere Copper & Brass as vice- 
president, leaving the company to 
join K&E. He has been a director 
of the Advertising Council, a vice- 
president and director of the 
American Association of Advertis- 
ing Agencies, and headed the 
American Heritage Foundation. 

Mr. Mills joined the agency in 
1934, became a vice-president in 
1935, and executive vice-president 
in 1942. After graduation from 
Northwestern he worked with S. 
H. Kress Co., returned to North- 
western as assistant director of 
personnel in 1923, became eastern 
manager for A. W. Shaw Co. in 
1925, and joined McGraw-Hill in 
1928. He spent six years with Mc- 
Graw-Hill, serving as advertising 
manager and then manager of 
Business Week. 


‘That's O'Toole’ Debuts 


“That’s O’Toole,” a_ situation 
comedy, made its debut March 13 
under the sponsorship of the Delta 
Mfg. division of Rockwell Mfg. 
Co., Milwaukee. The program is 
telecast over six ABC stations at 
4:45 p.m., EST. Homecraft power 
tools are the product and Hoffman 
& York, the agency. 


Dash Joins Station WIP 

J. J. Dash, formerly commercial 
manager of Station WKAP, Allen- 
town, Pa., has joined the sales staff 
of WIP, Philadelphia. 


NIAA‘s Wiley Hits 
Postal Hike Plan 


New YorK—Enactment of HR. 
2945 would result in a iremendous 
burden on industrial readers and 
advertisers, Blaine G. Wiley, exec- 
utive secretary of the National 


Postal Rates 


Industrial Advertisers Association, 
said in a statement filed last week 
with the House post office com- 
mittee. 

N{AA members, representing 
large and small industrial firms, 
would be forced to absorb an in- 
tolerable increase in ad and sub- 
scription rates, he said. Publishers 
of industrial, technical and busi- 
ness papers, also in no position to 
absorb the increase, would be faced 
with the alternative of passing it 
on to readers and advertisers or go- 
ing out of business, Mr. Wiley 
pointed out. 

Despite the Postmaster Gen- 
eral’s claim that passage of the bill 
is necessary to put the Post Office 
on a self-sustaining basis, the in- 
crease would drive a substantial 
amount of business out of the 
mails, Mr. Wiley continued. 

Because of business and indus- 
try’s dependence upon the business 
papers for dissemination of in- 
dispensable information, such cur- 
tailment would be a serious blow 
to business, he charged. 

Mr. Wiley concluded his state- 
ment by calling the surcharge pro- 
vided in the bill on the basis of ad- 
vertising carried “an unwarranted 
indictment of advertising and a 
complete failure to recognize it as 
a force in building and maintain- 
ing a healthy business economy.” 


Ad Bureau Sets Dinner Date 

The 27th annual dinner of the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
will be held at the Waldorf-As- 
toria, New York, April 28. Col. 
J. Hale Steinman, president and 
publisher of the New Era and In- 
telligencer Journal, Lancaster, Pa., 
is chairman of the dinner com- 
mittee. 


Chicago Newspapers 
Offer $10 Wage Hike 
in ‘Final’ Contract 

Cuicaco—The Chicago News- 
paper Publishers Association last 
week offered a “final’’ contract 
proposal to striking members of 
Chicago Typographical Union No. 
16, providing $10 a week wage in- 
creases under a 16-month contract. 

All other disputed points have 
been worked out satisfactorily in 
a series of 134 publisher-union 
meetings since the workers walked 
off their jobs Nov. 24, 1947, accord- 
ing to John F. O’Keefe, secretary 
of the association. With agreement 
on provisions covering hiring, 
union laws, struck work, repro- 
duction, etc., now completed, said 
Mr. O’Keefe, the newspaper pub- 
lishers are offering a 16-month 
contract which carries wage rates 
of $95.50 for day workers and $101 
for night and third shift workers. 

John J. Pilch, president of the 
union local, said the proposal must 
be submitted to the ITU’s contracts 
department for review and ap- 
proval before it is okayed or re- 
jected by secret ballot of the strik- 
ing workers. 

Publishers, in a letter to the 
union chief, maintained that their 
“final” wage offer compares favor- 
ably with wages paid by dailies in 
other major cities, and that “it is 
a generous increase in the light of 
the general business picture, the 
leveling in the cost of living, and 
the conditions which beset our in- 
dustry in Chicago.” 

Newspaper publishers have 
agreed to inclusion in the new con- 
tract of a clause providing for 
restoration of the closed shop if 
such a step is legalized; a hiring 
clause has been agreed upon, and 
provision has been made for some 
“bogus” reproduction of material 
sent to the dailies in type-set form. 


Penton Publishing Co. 


Promotes Shaner and Hays 
Earl L. Shaner, president and 
treasurer since 1937, has been 
elected chairman of the board and 
treasurer of Penton Publishing 
Co., Cleveland. He also will con- 


gt 


G. O. Hays 


tinue as editor-in-chief of Steel. 


Shaner 


George O. Hays, vice-president 
and general manager, has been 
named president of the company. 

Those reelected at the recent 
meeting of the board of directors 
include: Russell C. Jaenke, vice- 
president; Frank G. Steinebach, 
vice-president and secretary, and 
Edith L. Werner, assistant treas- 
urer. 


Old Gold Adds Smiths’ 
Part of ‘Stop the Music’ 

P. Lorillard Co. will double its 
“Stop the Music” time starting 
April 3 when Old Gold takes over 
the 8 to 8:15 p.m., EST, portion 
of the ABC Sunday giveaway. 
Lennen & Mitchell is the agency. 
The company now backs 15 min- 
utes of the show. 

Smith Bros., which relinquishes 
the opening portion of the broad- 
cast after March 27 for seasonal 
reasons, was interested in return- 
ing to the show in the fall, but Old 
Gold, exercising its option, imme- 
diately snapped up the program. 


Meyerson Resigns 

J. I. Meyerson has resigned as 
sales and promotion manager of 
Oklahoma Publishing Co., Okla- 
homa City, and as director and 
vice-president of Station WKY, 
Oklahoma City. He had been with 
the publishing company for 29 
years. 


NBC, Stations 
Plan $500,000 
Promotion Drive 


New YorK—A part of National 
Broadcasting Co.’s counter strategy 
in the battle of the networks will 
be a $500,000 promotion campaign 
to bolster its present programs and 
to popularize new ones to be in- 
troduced soon. 

NBC, which in the past, like 
most other major chains, has 
shifted most of the expense of 
program promotion to its stations, 
is expected to spend about half 
this amount—with stations con- 
tributing the remainder. 

Another innovation will be in 
the planning of the drive, to be 
done jointly by the network and 
its affiliates. A subcommittee for 
this purpose was appointed follow- 
ing the recent NBC affiliates 
meeting in Chicago. The network 
section of the committee has been 
meeting here; the committee as 
a whole will convene in Chicago 
or New York early next month. 

At that time, over-all approaches 
will be outlined and decisions made 
on the media to be used. The net- 
work meanwhile is dragging out 
all its big guns to herald the debut 
of its young comic team, Dean 
Martin and Jerry Lewis, who move 
‘nto the Ozzie and Harriet (Inter- 
national Silver) spot on April 3. 
Mr. and Mrs. Nelson’s switch to 
CBS is effective on that date. 
Bidding was warm on the $10,000 
Martin-Lewis package at press 
time, but no advertiser’s name had 
been affixed to the dotted line. 
Henry Morgan’s appearance in the 
Sunday night lineup, following 
Ford Dealers’ Fred Allen, will get 
some promotional salvos. 


w Faces brightened noticeably at 
National last week following its 
first major program coup since 
Jack Benny started the stampede 
to CBS. U. S. Steel Corp. an- 
nounced that “Theater Guild on 
the Air,” through Batten, Barton, 
Durstine & Osborn, would leave 
ABC for NBC starting Sept. 11. 
U. S. Steel also will air the NBC 
symphony orchestra for a 13-week 
series this summer. 

It was reported, and denied by 
NBC, that the network’s summer 
deal with the advertiser includes 
the provision that the network 
will share at least part of the 
talent costs of the orchestra. 

The U. S. Steel buy, NBC re- 
ported happily, leaves the network 
with one half hour of evening 
network option time for sale— 
Mondays from 10:30 to 11 p.m., 
EST. 


Philip Morris Cancels 
‘Kate Smith Sings’ 


Philip Morris & Co., New York, 
will cancel “Kate Smith Sings,” 
12:15-12:30 p.m., EST, daily over 
Mutual, at the end of its current 
run, Cecil & Presbrey handles this 
program as well as the MBS au- 
dience participation show, “Queen 
for a Day,” which will continue. 

Philip Morris has made no de- 
cision on a daytime replacement 
for Miss Smith, nor has the com- 
pany revealed future plans for the 
Horace Heidt program, which is 
expected to be eased out of the 
NBC spot opposite Jack Benny 
back to its old time at 10:30 p. m., 
EST, Sunday night. 


3 Join ABC Video Network 


KRSC-TV, Seattle, owned by 
Radio Sales Corp.; KLEE-TV, 
Houston, owned by W. Albert Lee; 
and WFBM-TV, owned by WFBM, 
Inc., Indianapolis (to begin opera- 
tion about June 1), have signed as 
affiliates of the American Broad- 
casting Co. video network. ABC 
has 21 TV affiliates. 


Ronson Appoints Grey 

Grey Advertising Agency, New 
York, has been retained by Ron- 
son Art Metal Works, Inc., New- 
ark, to handle its advertising, ef- 
fective June 1. 
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Distribution 
Problems Told 
at CofC Meeting 


(Continued from Page 1) 
president, Dancer-Fitzgerald-Sam- 
ple, New York, called for a two- 
pronged educational campaign to 
wipe out the ignorance of the true 
function of distribution. What is 
needed, he said, is: 

1. A program to business men, 
to show how distribution costs can 
be reduced, if needed. 

2. A program to the public, to 
explain the economic function of 
distribution and the utter depend- 
ence of our society on an efficient 
distribution system. 


e “Naturally, a large share of the 
total costs of goods must go to pay 


' WHY WONDER AND woRRY? 
BURRELLE’S PRESS CLIPPINGS 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write todoy for 
full information, 


: 


165 CHURCH ST. 
NEW YORK, N.Y. 


for these distributive services,” 
Dr. Brown added. “The ignorance 
of the public regarding the value 
and importance of these activities 
is appalling, and there is constant 
danger of political pressure to 
eliminate middlemen, favor var- 
ious socialistic schemes through 
the power of taxation, and to reg- 
ulate marketing and distribution 
in various other ways.” 

Dr. Brown said his two-point 
program would guard against the 
“danger of false attack.” He said 
the second phase can be accom- 
plished only by business groups 
and “must begin by a comprehen- 
sive public opinion survey which 
will expose false ideas and define 
the areas within which distribu- 
tive education is needed and can be 
effective.” 


s Don Francisco, executive vice- 
president, J. Walter Thompson 
Co., New York, said that along 
with scientific research and “a 
special genius for mass produc- 
tion, a share of the credit for 
achievements under the American 
economic system goes also to U.S. 
vision of distribution, skill for 
marketing and development of 
mass selling techniques.” 

Mr. Francisco joined Dr. Brown 
in emphasizing the ignorance of 
people who do not understand 
“what makes our system work, or 
how to make it better.”’ Discussing 
the periodic campaigns “to elim- 
inate the middleman” and attacks 
at the cost of distribution, he said: 
“The fact is that the great achieve- 
ments in mass production would 
not have been possible without 
equally great achievements in 
distribution.” 

Mr. Francisco said a higher dis- 
tribution expense is the small 
price industry must pay for the 
large economies of mass produc- 
tion. 


— 
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“LOCAL grocery 


lineage? ... 
+ Oh, Yes... 


over WIZ 


goes into the 
SAN DIEGO 
UNION and 
TRIBUNE-SUN” 


. 


| 


Space buyers know that it pays dividends to follow the 


local choice and the local trend! In big, busy San Diego, itis 
more than ever the Union and Tribune-Sun. Just one “buy” 
gives you dominance and concentration of advertising dol- 
lars. Avoid the weakening effect of splitting your appropri- 
ation. Get more for your money in the Union and Tribune- 
Sun...exclusively,..the way most local grocery advertisers do. 


25 out of 33 


local grocery adver- 
tisers use the UNION 
and TRIBUNE-SUN 


exclusively. 


1ON 


and TRIBU 


*Media Records figures for the last 
Quarter of 1948 show the Union 
and Tribune-Sun carrying 536,256 
lines, or 79.76% of the total gro- 
cery lineage for all daily papers. 
A gain of 32% over last year. 


Ask the West-Holliday Man! 


NE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


New York +» Chicago « Denver + Seattle 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 
+ Portiand + San Francisco + Los Angeles 
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SHOWS STOCKHOLDERS—Container Corp. of America, Chicago, gave stockholders 
visible proof of its huge container and carton output with these pages, showing 
famous-name products by the score, in its 1948 annual report. 


The principle of producing more 
for less must come back into our 
economic thinking, Jay D. Runkle, 
vice-president and general man- 
ager of Crowley, Milnar & Co., De- 
troit, told the meeting. 

“Price adjustments need not 
lead to depression, but they may 
if not handled properly. The only 
way to maintain dollar volume 
when prices drop is to sell more 
goods. The selling of more goods 
is the key to our prosperity in 
the future.” 

He said the nation is passing 
through a “transition period in 
which there will be contradictory 
price movements, up and down; 
but the general trend of prices is 
downward.” 

Mr. Runkle, a member of the 
executive committee of the Na- 
tional Retail Dry Goods Associa- 
tion, said the “whole economic 
structure depends upon what the 
retailers of the country sell. Sales 
make jobs. Sales are the ‘life 
blood’ of our whole economic sys- 
tem.” 


a W. E. Long, vice-president and 
general manager of Neal & Hyde, 
Inc., Syracuse, N. Y., cited a six- 
point program launched by the 
Wholesale Dry Goods Institute as a 
“medicament” for wholesalers who 
want to meet current responsibili- 
ties and opportunities. He listed 
them as: 

1. Modernization of wholesale 
sales rooms. 

2. Modernization of wholesale 
operations. 

3. Promotion of effective man- 
ufacturer-wholesaler teamwork. 

4. Promotional instead of hit-or- 
miss selling. 

5. Adoption of basic stock mer- 
chandising. 

6. Development of comprehen- 
sive cooperative retailer services. 

“Physical evidence of progres- 
siveness and business capacity at 
the point of sale is a prime requi- 
site in the creation of purchase- 
minded customers,” Mr. Long 
added. “We rise and fall at the 
point of sale. Merchandise should 
have its greatest demonstration at 
the point of sale. 

“Selling today is at an all-time 
low. One of the things that is 
necessary in every retail store is 
hospitality—good hospitality. When 
customers quit crossing your 
threshold, there isn’t enough mon- 
ey in Wall Street to keep you 
there.” 


a J. Stevens Stock, project di- 
rector for Opinion Research Corp., 
Princeton, said wages are not the 
one most important criterion to 
the worker for his job satisfaction. 

“Spiritual notions such as the 
company’s interest ‘in me as a per- 
son’ and a chance for advance- 
ment are much more important,” 
Mr. Stock said. 

Business has a great obligation 
as well as a public relations op- 
portunity to explain why its 
prices have gone up and who gets 
the extra money, Mr. Stock said. 


The public blames the business 


\know what it [profits] means, but 


man. Few people believe that the 
increased prices benefit labor, he 
said. 

On another point of misunder- 
standing, Mr. Stock said: “The eco- 
nomic notion that high prices go 
with a high standard of living is 
confined for the most part to 
economists; for the general public, 
a period of high prices seems to 
be a period of a low standard of 
living.” 

“Profits” is the least under- 
stood of economic terms, Mr. Stock 
said. “Profit in the public think- 
ing must be fair and fairness is 
the important symbol. Few people 


so long as it is fair, it is all right.” 


s John L. Hennessy, president of 
the Childs Co., New York, told the 
marketers that most service in- 
dustries today are at “‘a crossroads 
facing problems threatening our 
very existence.” 

He proposed a five-point pro- 
gram by which service industries 
may better their obligations to the 
public, employes and stockholders: 
(1) Analyze services - rendered; 
(2) see volume business: (3) 
study local market conditions; (4) 
improve employe relations, and 
(5) tell the story of business to 
others. 

Only woman speaker was Mar- 
garet A. Purdy, president, Per- 
sonnel Management Services, Inc., 
Detroit, who warned that “we 
must step up the fine art of sell- 
ing and rejuvenate the neglected 
art of suggestive selling to new 
and unprecedented heights.” 

If this is not done, she predicted, 
“our economic machine will be 
choked by its own abundance.” 


a Leonard W. Trester, director of 
public policy, General Outdoor 
Advertising Co., Washington, told 
the meeting: 

“At a time like this, when bus- 
iness and industry have unusually 
high break-even points, it seems 


to me that it is almost defying 
fate to hope that a solution can be 
found when sales slump by cutting 
back production rather than ex- 
panding sales effort. 

“Such a decision is particularly | 
to be deplored at this time mes, 
years of seed-money have been 
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spent in advertising to keep bra iq 
names alive. These long-term ji }- 
vestments during the war and su 5- 
sequent buyer’s market can or ly 
be capitalized if advertising is 
continuous. 

“To fail to exploit public ;c. 
ceptance built up at great cst 
at the very time when sales : re 
needed is to be penny-wise aid 
pound-foolish.” 


Opens Pittsburgh Office 


Advertising Agency Associates, 
Chicago and Los Angeles, las 
opened a Pittsburgh office at 417 
Grant St. The new office wil! 
be known as the Cavanaugh Mor- 
ris division, with Howard D. Mor- 
ris, vice-president of Advertising 
Agency Associates, in charge. The 
new office will move to larger 
quarters in the Keenan building, 
7th and Liberty Ave., May 1. 


Gets Coffee Account 


Old Judge Coffee Co., St. Louis, 
has placed its advertising with 
Gardner Advertising Co., St. Louis, 
effective April 1. Newspapers, live 
and transcribed radio programs 
and spots will be used. Television 
is being considered. 


Coca-Cola Profit Up 


Coca-Cola Co. and its subsid- 
iaries had a net profit last year 
totaling $33,794,170, up $2,572,225 
over 1947. What percentage of this 
profit was due to increased sales 
was not revealed, however. 


Resigns S-W Account 


Newell-Emmett Co., New York, 
has resigned the Sherwin-Williams 
Co. account, effective Sept. 1, 1949 
The account’s billings are esti- 
mated at about $1,500,000. 
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"Libe these 


© IS OUR PACKAGE AND 
PRODUCT WELL DESIGNED? 


® WHO ARE OUR CUSTOMERS? 
@ WHAT MAKES THEM BUY? 
@ WHERE ARE THEY? 


© 1S OUR ADVERTISING GEARED 
TO OUR MARKET? 


® ARE WE STRESSING THE 
RIGHT PRODUCT FEATURES? 


® WHAT KEEPS SOME PEOPLE 
FROM BUYING? 


You can get definite ans wers to these 
questions and honest ways to find them 
at minimum cost. Don't guess these days 
—send for our booklet “Act on Fact," or 
better still, wire, write or phone for one 
of our officers to counsel with you at no 
obligation. 


Aet on Pact 


GOULD, BROWN & SUMNEY, | 
_ Market Research + Sales Anal 
371 5. PLYMOUTH CT. « CHICAGO 4, 
_ PHONE: WAbash 2-7 


| [HALLOWELL 


fo 
ta 


Seven (7) different tools for making 
repairs around the home, office, farm 
and automobile... or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel .. . handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 


STANDARD PRESSED STEEL CC 


Au Idec GIFT, PREMIUM OR PRI 
HOME & HOBBY KIT 


with interchangeable tools 


r literature, state requirements. Quo- 
tions sent promptly. 


JENKINTOWN, PA. Box 10 


4 ee ser eae 4 ae é ae, . * Po mA, = ms i SU A ge al he). ae Saar cs F aera \ - re is wach see rs ‘ i ae et yo aes : a ee ar § . re b : 7% ‘ a pr ‘ a eg ts ™ Fa oxides i , ies a “ : 
oe tg ade ae el = a ” ee “as 2 P ah eee. < ¢ a are ae ; oe % a aes ae 2 5 a : Re : ; ee 
| i : a = ee ae a es — = 
= = Ss 6 
; ha ow BS 
| iia. ecole . 
= =f : —\ Ee h 
7 : d * | 2 ee . sanet he oe et —_ eae kz | 
ti. - | ped : ? tte Oe : ean = ea _ reel 
ie, | ae | a As a . 3 li 
ts —s— 9 bo em ANe \- = = 
si ae ae eee 
2 - _— ‘ a Bore es a . = ¥ | I 
- er. <4 * a ne \ ae 7 . ets pris P q | - 
| = ° Congen Sven sa | 
ie str 
ei I 
oe oe say 
C 
. —_—$—$ $$$ | era 
offi 
a ~* 
seiz 
— | Ga’ 
ps a 
) a a as ' 
“ by 
la in | 
_ _ | GIVE YOU THE FACTS! || PO a4 
ie Drv 
: 54 | dru 
% | tere 
, ’ | dye 
: eS b wer 
2 i | into 
oe | PC = 
— 7 | pan 
| SSS cal 
. &F | eee ben: 
: ¥ ‘ y Ir 
‘ eed, F a to | 
. - We cs ne and 
. ra 4o . , subs 
a ee 1 av divi 
a , ‘> { entss CLIPPING BUREA 
— ie qT 
ra . . ‘3 we a | dati: 
. eee war 
: Saag al ae eames” >, "palace amaamacaaes that 
aig Bothering you NOW? Ff ian. 
an War 
—_— | * | es ||: 
Jie d 3 —_ Ther 
se —_ | | selli 
| s&s th | line 
a _\* | com] 
3 i, » | cal | 
4 > _ a ship 
n q =a and 
‘aad x 3 Me #s direc 
vs _-_ |. ee . | Gene 
2 : ee prod 
aa, a. «aul tile ; 
a3 7 -. 27) 
Pa eg has 1 
ae ernm 
S comy 
ex bor, 
| back; 
he ; : been 
a ae : : tics; 
a ad : picke 
Bed : = q i ae 
o e, ‘ affili 
— | A a uo 
- a w th 
he ‘ae er eos consu 
a | d. vis: 
a | rd i! 
tes &§ se ire 
&§ a | | 
ais i tm » re 
a | aii ko 
a ) Vv lue 
i. kaa = L is 
: . . ” a ae 
, _ “All the News with Partiality to N ee Bre Ww Sa a 
am . 5 ¥ ee =a heen: cs a9 ee epee bags mf ee ents j in 
es te) ke | ev : y sh 
a U N | @. t V 
: / Co ‘or 
| | | : as Fi 
2 7 , ke urs She se Ww) Lil 
ie eee. Ber 's 


14, 1949 


ep braid 
term i. 
and su »- 
can of ly 
tising is 


ublic :c- 
reat cost 
sales : re 
wise ad 


ssociates, 
ales, has 
ce at 417 
fice will 
igh Mor- 
| D. Mor- 
ivertising 
arge. The 
to larger 
building, 
gy t. 


St. Louis, 
ing with 
St. Louis, 
pers, live 
programs 
“elevision 


; subsid- 
last year 
$2,572,225 
ge of this 
ised sales 
or. 


ew York, 
-Williams 
yt. 1, 1949 
are esti- 


LE 
Now? 


ND 
GNED? 


}TOMERS? 
BUY? 


THE 
TURES? 


PEOPLE 


jers to these 
o find them 
these days 
on Fact,"’ or 
one for one 
h you at no 


Alwertising Age, March 14, 1949 


General Aniline, 
Nazi War Prize, 


Blooms for Sale 


Sales and Earnings Up 
as Management Builds 
for New Purchaser 


New YorK—While it’s waiting 
for a buyer, General Aniline & 
Film Co. is doing handsomely. Its 
sales and earnings are up, and it’s 
running an institutional campaign 
stressing the value of the company. 

But it has to be sold. Uncle Sam 
says so. 

General Aniline & Film is op- 
erated under the authority of the 
office of U. S. Dept. of Justice, 
having been a major war chattel 
seized from the Germans. It was 
Gafco’s second time around, since 
as the old Bayer Co. it was seized 
by the Alien Property Custodian 
in World War 1. 


a Then it was sold to Sterling 
Drug, Inc., which took from it the 
drug elements in which it was in- 
terested, and offered for sale the 
dyestuffs company. The Germans 
were able to work their way back 
into the dyestuffs company, re- 
gained control, turned the com- 
pany into American I. G. Chemi- 
cal Corp., part of the I. G. Far- 
benindustrie world cartel. 

In 1940 the name was changed 
to General Aniline & Film Co., 
and the Agfa Ansco division was 
subsequently renamed the Ansco 
division. 

The Ansco division was a pio- 
neer in the photographic business, 
dating from the founding by Ed- 
ward Anthony, who made the film 
that Matthew Brady used for his 
famous photographs of the Civil 
War. Later it was joined with Sco- 
ville Mfg. Co., and functioned as 
Anthony & Scoville or Ansco. 
Then it was combined with Gras- 
selli Dyestuff Corp., General Ani- 
line Works and other predecessor 
companies in the synthetic chemi- 
cal business. The Farben owner- 
ship and control gave General Ani- 
line a fund of technical know-how, 
and valuable patents. The Ansco 
division was about the only one in 
direct contact with the public. 
General Dyestuff Corp. is the sales 
agent for dyestuffs and _ allied 
products, and advertises in tex- 
tile and other business papers. 


e This marketing arrangement 
has not been changed by the gov- 
ernment, which moved into the 
company shortly after Pearl Har- 
bor, and provided it with officers 
and directors of staunch American 
backgrounds. Creditably, there has 
been no emphasis placed on poli- 
tics; the officers installed were 
Picked for ability, not for party 
affiliation. 
Besides Ansco, the only division 
th even remote contacts with 
isumers is Antara Products. This 
‘ision was created as a catch- 
for the organic chemical re- 
reh of the company, which 
ned up a number of products 
‘elated to the company’s regu- 
operation but of considerable 
ue—this was the. divisional 
irce of Glim, Chat and numerous 
ecticides. 


Glim and Chat household prod- 
S were part of the 500 items 
used in the industrial chemicals 
siness, as are the remainder of 
feo’s 4,000 products. Before dye- 
textiles, it was necessary to 
sh them, to remove fats from 
wool, and loom grease from 
ons. Thus Gafco created syn- 
th: ic detergents and used them 
Wl iin the industry for 20 years. 
Th company shipped these deter- 


£e: s in bulk to dyers, just as it 


did the dyestuffs. 

In 1944, it began testing pack- 
aged detergents in two cities, Kal- 
amazoo, Mich., and York, Pa. Glim 
had been made in bulk for the 
Navy, which wanted a detergent 
which would clean clothing in 
hard, soft, salt and fresh water. 
After Glim was successfully laun- 
ched, it was sold in 1948 to B. T. 
Babbitt Co., under an arrangement 
by which the basic product will 
continue to be made by Gafco and 
sold to Babbitt, which will market 
it. 


ws This pattern is not standard, 
however. The general tenor of the 
Alien Property Custodian’s state- 
ments indicate that General] Ani- 
line will be sold as a unit, not 
piece by piece or product by prod- 
uct. 

Another division which runs 
contrary to the company’s general 
pattern is Ozalid. This is a dupli- 
cation process, which has the ad- 
vantage of furnishing positive 
prints, and is fairly expensive. 
The cheapest Ozalid machine is 
around $1,350 in price, and they 
range up to $5,000. This means the 
market is more or less limited to 
the industrial field, where it has 
found wide use, often as a re- 
placement for blueprints. 


e Ozalid and Ansco advertising is 
placed by Young & Rubicam. Ans- 
co copy appears in Collier’s, Life, 
Pdrents’ Magazine, The Saturday 
Evening Post, Scholastic, U. S. 
Camera and photographic and drug 
business papers, and currently fea- 
tures a guarantee on rolls of film 
in its copy as an added fillip for 
winter business. 

Ozalid runs in Business Week, 
Dun’s Review, Newsweek and 
architectural, industrial, office and 
export business papers. Since Oc- 
tober, the company has been buy- 
ing an _ institutional campaign, 
placed through L. E. McGivena & 
Co. which appears in Newsweek 


‘aig 


',and Time. 


Although government-controlled, 
the company has continued to show 
substantial earnings and sales. In 
1947 its sales were $75,009,538, 
and earnings moved up to $3,333,- 
250. It is generally regarded as a 
$100,000,000 corporation, and it has 
9,000 workers. From 1942 through 
1946, dividends were regularly 
paid to the 600 U. S. stockholders 
who hold 3% of the stock, and the 
government was the receiver for 
the 97% which it regards with 
suspicion. 


a For the first nine months of 
1948, sales were $67,300,000 against 
a comparable $54,300,000 during 
the like period of 1947, and earn- 
ings for the period were up to $6,- 
900,000 compared to $3,000,000 at 
the three-quarter point in 1947. 

This relatively prosperous con- 
dition has attracted potential buy- 
ers, but the peculiar stock setup of 
the company has so far deterred 
action. This difficulty has been 
particularly vexing when the com- 
pany intended to borrow money 
for plant expansion. The nor- 
mal course—additional capitaliza- 
tion through a stock issue—was 
ruled out. Instead, the company 
borrowed $15,500,000 from Met- 
ropolitan Life Insurance Co. on a 
note due in 1967, with repayment 
instalments starting in 1956. 

This is probably the reason why 
the company passed its dividends 
during the past two years; its capi- 
tal expansion needs must largely 
be financed by current earnings. 
The government now holds 97% 
of the stock, but its possession is a 
matter of suit by a Swiss holding 
company, Interhandel, which filed 
late in 1948 claiming to be the 
rightful owner. Disposition of this 
suit is presumably the only ob- 
stacle to the company’s sale, but 
the Trading with the Enemy Act 
specifically prohibits the govern- 
ment from selling any alien prop- 
erty which is the subject of owner- 
ship suit. 


C. Gordon Lamude, manager of 
the New York Alien Property Cus- 
todian office, and chief of the op- 
erations branch, told AA that In- 
terhandel was formerly known as 
I. G. Chemie. The Swiss group ad- 
mits this was formerly its name, 
but argues that it was not a cloak 
for Farben interests, as the gov- 
ernment contends. 


Appoints Kelly, Nason 

Italian National Tourist Office, 
New York, has appointed Kelly, 
Nason, Inc., New York, to handle 
its advertising. 


To Botsford, Constantine 

Haley & Raskob Enterprises, Inc., 
Richmond, Cal., manufacturer of 
Glass-O-Matic all-purpose cleaner, 
and Trans Global Co., San Francis- 
co, have appointed the San Fran- 
cisco office of Botsford, Constan- 
tine & Gardner to handle their 
advertising. 


WCUO Appoints Wallace 
Ralph M. Wallace, formerly with 
WEWS-FM, Cleveland, has been 
named manager of WCUO, new 
FM station in Cleveland. WCUO 
is expected to go on the air within 


r 


60 to 90 days. 
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A woman buys clothes for herself alone—but a mother 

shops for her whole family. The mother’s influence on brand 
preferences in apparel extends to every family member. 

’ America’s mothers in families with children buy more apparel 
each year than all other customers combined! 
Parents’ Magazine 

52 Vanderbilt Avenue, New York 17, New York 
Atlanta e Boston e Chicago « Los Angeles «e San Francisco 


TESTED 
= this Seal inspires confidence and increases sales. 
Peatnts 


The mothers 
in 1,200,000 
families with children 
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Trade Advertising in my business is a MUST as it is for every manufacturer. | would no more think of running ° 

my business without trade advertising than | would without my sales force. Every dealer, every distributor in my industry oa 
is a potential outlet for my product. | don't dare neglect one of them. It's my trade advertising that oe 

keeps the circuit open constantly, regularly, economically. Definitely no box tops —but 

my trade advertising does hundreds of things for me, chief of which are the following: =: 


@ Trade Advertising insures the Stability, 


@ Trade Advertising Plays a Vital Role 
Development and Good Public Relations “Or 


@ Trade Advertising Delivers Solid Help 
in my Marketing Operations by: 


to my Sales Force by: 


© Doing a missionary job @ Selling my primary channel of distribution—the of my Business by: 7“ 
@ Selling the standing of my house dealer @ Maintaining momentum of business with dealers - 
e Introducing my men in their territories e@ Winning and holding dealer loyalty © Protecting against price competition of non-adver- es 
© Creating leads © Speaking the dealers’ language tised brands pew 
. Makine hs tells Untivees eirnnedd cate © Giving the dealers down-to-earth, non-glamour in- ; Porouiaiine’ p= i atlceattitten ten¢ 
‘ q b H c if | 
© Calling on more prospects ° pone te Aaron renee ° Reseliig ” — 2 
er : , @ Reselling lost customers ' 
e Getting a special message over to all buyers . Talking profits and turnover e elaine delays in deliveries or service Oo. 
@ Covering all buying powers regularly @ Discussing new developments e@ Preventing industry from thinking that business is har 
© Building morale of my salesmen © Developing distributors slipping , : a 
e Paving the way for successful interviews - ae ee ay ae “re sold to distributors ° promsce I confidence im the company's financial ‘h 
; 4 . : @ Promoting dealer aids and their use § } 
. Selling with reason-why appeal © Trainin : lers how to displ duct e Testing saleability of new items . “ 
© Keeping dealers sold 6 Coaters how to Cispiay my procucts ildi iti i i . 
ping © fndinctad thems t Ge tn with natienel dxives e Building up additional items in the line 
@ Reaching the new man on the job ene ds — Se ° @ Opening new markets Al 
© Reaching buyers who are hard to contact © aug & sete Geiing ¢ Cultivating future buyers 
: y a © Getting cooperation of dealer sales staffs e Publicizing additional services 
> Insuring business momentum e Tying in with trade shows @ Interpreting the policies of the house | 
© Consolidating all sales gains © Merchandising my consumer advertising campaigns © Counteracting illegitimate practices in the industry 
® Maintaining contact between peak business seasons @ Developing repeat business © Doing a good public relations job with all outlets : | 


* This manufacturer is the composite of the 5,150 advertisers who placed their trade | 
messages in the HAIRE PUBLICATIONS during 1948. 3 
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More Effective Because They're More Sell-ective _H0ust FURNISHING REVIEW > HOME FURNISHINGS MERCHANDISING 
LINENS AND DOMESTICS + CROCKERY AND GLASS JOURNAL > CORSET AND UNDERWEAR REVIEW * FASHION ACCESSORIES + HANDBAG BUYER 
INFANTS’ & CHILDREN'S REVIEW + LUGGAGE & LEATHER GOODS + NOTION AND NOVELTY REVIEW + COSMETICS AND TOILETRIES + AIRPCRTS & AIR CARRIERS 


Specialized Merchandising Magazines + + 1170 Broadway, New York 1! 
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